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 SUMMARY 
 
The research has the focus on identifying consumers and competitors of the brand 
Allegri. In order to have a better understanding of the company Allegri, a framework for 
the research has been built, that is the operating sector and the history of the brand. 
Starting from the origin of Italian fashion, on 12th February 1952, the steps for 
affirming an Italian style and the further events are explained. Some of the steps 
describe the approach to "ready to wear" in Italy, the emerging figure of the stylist, 
"prêt-à-porter" and finally the development of industrial districts. 
The industrial district is a phenomenon of the seventies, tightly related to the 
evolution of Allegri; the company was founded in Empoli producing raincoats, 
characterizing element of this area. Since 2011, the brand has belonged to LG Fashion 
Corporation, Korean multinational clothing firm. Nowadays, Allegri is in a transition 
phase, which requires information to set up a future strategy. Aiming to supply some of 
this information, a survey has been conducted on two different kinds of consumers 
(those who shop in outlet and those in stores) and on the company agents. From the 
research, some important results have emerged, for instance, how consumers perceive 
the brand (empirically), brand awareness, Allegri consumers' profile, defects in 
production, etc.  
Beyond the results, there are some suggestions for the company to follow in the 
middle and in the long term.
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INTRODUCTION 
 
This study is the result of marketing research conducted during a period of 
internship in an Italian fashion company, Allegri. The focus of the research has been to 
identify the consumers’ profile and the main competitors. The work is divided into four 
chapters and an additional section with the conclusions and suggestions.  
In the first chapter, the development of the Italian fashion market is explained, 
starting from the day that is considered the birth of fashion in Italy: 12th February 1951. 
This represents the date for the First Italian High Fashion Show, where the most famous 
Italian fashion houses exhibited their sartorial creations in Florence. After that event, 
the fashion market in the country gained an important place abroad, challenging the 
leadership of France. The positive trend of the Italian design was damaged by the 
rivalry of the many cities that beyond Florence wanted to be the capital cities for Italian 
fashion. Rome, Turin and Milan contended to be recognized as the fashion city, 
qualified in different fashion sectors: high fashion, boutique line and ready to wear.  
An important element of novelty that the Italian fashion system introduced was 
the collaboration of the designer with the textile factories. The sign of a stylist on the 
sewing of clothes was called prêt-à-porter.  
The events at the end of the 60’s brought some changes in the Italian fashion 
system. The transformations in the consumers’ demand and the recession of the 70’s led 
to the disintegration of the large companies and to the affirmation of the districts. About 
the districts, there is a paragraph entirely dedicated to their features and expanded 
discussion about the district of Empoli, where the company Allegri was set up. The 
district of Empoli has always had an important role for the production of raincoats, and 
Allegri is one of the many companies that started its business with raincoats but it was 
good on differentiating itself from the other producers in the district. 
The history of Allegri is explained in the second chapter. The two brothers Allegri 
and their children founded the company in 1971 after having gained some experience in 
the raincoat sector. During the years, the brand has collaborated with many famous 
designers, such as Giorgio Armani, Martin Margela… The agreements between the 
Introduction 
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company and the stylists concerned either license contract or the creation of the Allegri 
collection signed by the designers. The big transformations for the company happened 
in 2007, when the family Allegri left the control of the company, and in 2011, when the 
Korean LG Fashion Corporation acquired the brand.  
Nowadays, the brand is enjoying a second youth, based on the relaunch of the 
products and the image. Some important decisions have been already taken and some 
others are going to be discussed, also after the results of the research, explained in 
chapter four.  
A survey has been conducted on two kinds of consumers, those who visit the 
outlet next to the factory and those who go into a multi-brand store. The multi-brand 
store where I conducted the survey is located in Pisa.  
There were two different questionnaires for the two types of consumers and 
another one was created for the agents who work with Allegri.  
For the survey in the outlet, the quota sampling design has been used and a CAPI 
methodology has been applied in order to interview the consumers. For the store, a 
complete and continuous collection of data has been realized and also in this case, a 
Computer Assisted Person Interview has been used. Regarding the survey on the agents, 
all of them have been contacted by email; they had to complete an online questionnaire. 
The answers for all the three questionnaires are shown in the 4th chapter and the 
possible conclusions and suggestions for the future strategy of the company are 
explained in the last section.  
 CHAPTER 1ST: THE FASHION IN ITALY 
 
1.1 The origin of Italian fashion style 
12th February 1951 is considered the birth of Italian fashion style. It is when 
Giovanni Battisti Giorgini1 organized the first Italian fashion show in his Florentine 
residence, Villa Torrigiani. Actually, some attempts to establish an Italian style had 
been done earlier.  
In 1919, the “Primo Congresso Nazionale dell’Industria del Commercio 
dell’Abbigliamento2” had been organized in Rome, with the aim to create Italian 
fashion. In 1932, in Venice, the “Sindacato di Alta moda 3” had been founded, and some 
years later, in 1932, the “Ente autonomo della Mostra permanente della moda 4” had 
been established in Turin, and then called “Ente italiano della moda5.”  
The failure of these tries revealed the difficulty to affirm an Italian fashion 
system. First of all, too many cities competed for the role of fashion capital city (Rome, 
Milan, Turin and Florence). In addition, a real Italian high fashion style was missing: 
the Italian tailors used to propose clothing completely inspired by the Parisian 
collections.  
Giorgini understood that to create an Italian style it was necessary to aim for 
creativity and an artistic and handcrafted tradition. Therefore, an event on February 
1951 was organized in Florence: the seat of some fashion houses, the city famous all 
over the world for its artistic beauties and the keeper of manufacturing and handcrafted 
traditions.    
In the invitation for the tailors who took part in the event, Giorgini highlighted the 
importance of creating original and creative clothing: “In the interest of the fashion 
                                                
1 Giovanni Battista Giorgini was born in Forte dei Marmi in 1898. He worked for long times as buyer for 
2 “First National Congress of Clothing Trade Industry”. 
3 “Trade-Union of High Fashion”. 
4 “Independent Authority of the permanent Exhibit”. 
5 “Italian Authority of Fashion” (EIM). See: Paris I., (2006), Oggetti cuciti. L'abbigliamento pronto in 
Italia dal primo dopoguerra agli anni Settanta, pp 241-271. 
Chapter 1st  
______________________________________________________________________ 
 
 
18 
houses, it is clear that the models shown would be of typical and exclusive Italian 
inspiration6.”  
The Florentine high fashion show was organized right after the Parisian fashion 
show to let the American buyers, who were there, lengthen their European visit in 
Florence and see the Italian collections  
At the event, in Giorgini’s Villa Torrigiani, there were six buyers of the main 
American department stores7 and 13 fashion houses, with a total of 180 garments. Nine 
tailors belonged to the high fashion sector8: Simonetta, Visconti, Fabiani, Sorelle 
Fontana, Emilio Schuberth, Carosa Marucelli, Veneziani, Noberasco and Vanna. The 
other 4 houses represented the boutique fashion9: Avolio, Mirsa, Emilio Pucci and 
Tessitrice dell’Isola.  
Especially the boutique line, which was not presented in the Parisian show, struck 
the American buyers. The availability of high fashion Italian clothing at a convenient 
price was another factor that led the First Italian High Fashion Show to international 
success. The press and the buyers commented positively on the event and because of the 
great success, it was decided to organize a second high fashion show in July.      
For that second date, the show was moved to the “Grand Hotel” in Borgo 
Ognissanti, still in Florence. This time the fashion houses were 15 with a total of 700 
garments. The number of buyers rose to 300. Also this time the event had considerable 
success, according to the comments in the Italian and foreign press10. 
The war of the “two fashions” between Florence and Paris was already 
publicized.11 All over the world, the French capital had been recognized for a long time 
as the only centre of haute couture and now, it had to compete with the new Italian 
style12. The success of the Italian models was due, first, to the low price, second, to the 
fabrication, and third, to the innovation and the quality of the materials. In an article in 
                                                
6 Quote from Gnoli S., (2012) Moda. Dalla nascita della haute couture a oggi: p. 168. 
7 They were: I. Magnin in San Francisco, H. Morgani in Motréal, B. Altman and B. Goodman in New 
York.  
8 High fashion (haute couture in French) is the fashion sector where the clothes are custom cut.  
9 The boutique fashion stays in the middle between prêt-à-porter and high fashion: it offers high quality 
garments, created in a limited series (See: Grandi S., Vaccari A., Zannier S., (1992), La moda nel secondo 
dopoguerra: p. 58). 
10 See: Gnoli S., (2012) Moda. Dalla nascita della haute couture a oggi: p. 170. 
11 It was the title of an article on the French magazine “Samedì-Soir”, at the end of August 1951. Article 
quoted by Gnoli S., (2012) Moda. Dalla nascita della haute couture a oggi: p. 170. 
12 See: Par. 1.3. 
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Grazia magazine, in 1951, Vera defined the collections presented in Florence as “Italian 
models for American buyers” 13. 
At the end of the third Florentine show in January 1952, The “New York Times” 
named Florence as the new international capital city of fashion14. 
For the fourth fashion show, the city of Florence opened the Sala Bianca of 
Palazzo Pitti, the ideal place to realize Giorgini’s plan: affirming an Italian style made 
of creativity, art and tradition.  
Nine haute couture houses and 16 boutique fashion tailors participated in the 
event. The boutique line had already achieved great success in the first edition of the 
show, and also this time it was the distinctive element for Italian fashion. Emilio Pucci, 
Mirsa, Guidi, Luisa Spagnoli were some of the main creators of the boutique style. 
They used the Italian artisan tradition to create and present their product, apparently 
minor (as knitwear) but full of Italian creativity and improvisation15. The boutique 
creations were declared elegant and practical: “they combined a great elegance with the 
maximum nimbleness and practicality, the craft tradition and a youthful spirit” 16.  
Starting with the fourth show, an agreement was ratified within the fashion houses 
and the main Italian textile industries17. They became the leading financiers of the show 
by paying 50.000 lire for each model and by supplying free fabric18. In this way, 
Giorgini wanted to create a contract within the textile industries and the fashion houses, 
in order to build an Italian fashion system. Based on this agreement, many fashion 
houses of the Sala Bianca started to select the fabrics proposed by those textile 
industries.  This union achieved resounding success during the following shows wherein 
the Italian textile industries had a chance to present their textile creations.    
The quality of the Italian fabrics was appreciated in the USA. An article in 
“Vogue USA”, 1952, claimed that the Italians were capable of producing appropriate 
clothes for American taste, using interesting fabrics. The approval applied also to the 
                                                
13 Article of Vera, Sottovoce in “Grazia”, 31st March 1951, quoted by da Paris I., (2006), Oggetti cuciti. 
L'abbigliamento pronto in Italia dal primo dopoguerra agli anni Settanta. 
14 “The New York Times”, 29th January 1952, quoted by Pinchera V., (2009), La moda in Italia e Toscana. 
Dalle origini alla globalizzazione: p. 36. 
15 See: Gnoli S., (2012), Moda. Dalla nascita della haute couture a oggi: p. 170 and Grandi S., Vaccari 
A., Zannier S. (1992), La moda nel secondo dopoguerra: p. 58. 
16 Article of Erti, Ma cosa succede a Firenze in “Grazia”, 8th September 1951, quoted by Paris I., (2006), 
Oggetti cuciti. L'abbigliamento pronto in Italia dal primo dopoguerra agli anni Settanta. 
17 Some of them: Snia Viscosa, Rivetti, Val di Susa, Antico Setificio fiorentino. 
18 See: Gnoli S., (2012) Moda. Dalla nascita della haute couture a oggi: p 172. 
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evening dresses “marvellously tailored with splendid silks and sold at a low price point. 
19” . 
The press still had positive comments for the shows in the “Sala Bianca.” At the 
end of the fourth Florentine event, the “Corriere della Sera” wrote: “What draws the 
American market to the Italian fashion show and to buy and spread the Italian fashion 
product? Price and good taste: two elements that rarely will be defeated by the 
international fashion competition.” 20 
Although the events in the Sala Bianca had achieved success over the years, a 
gradual decline of the Florentine show occurred. Some tailors of Rome and Milan 
undermined the role of Florence as capital city of Italian fashion. The renewed dispute 
between the Italian cities that were trying to become the Italian fashion capital led to the 
weakening of Florence and to the creation of new events21.   
The first high fashion show had been organized in Florence because of the 
international fame of the city. Florence was famous all over the world as a tourist 
destination; in addition many fashion houses were located in the area and there were 
many artisanal producers scattered throughout the region. The heritage from the past 
and the artisanal tradition of Florence were the main reasons that led the city to become 
the Italian fashion capital for some decades.    
Since the beginning of the 1900s, the entire region of Tuscany had areas 
specializing in particular products,22 and it was one of the most industrialized Italian 
regions. Although the period during the two World Wars had weakened the textile 
sector both in Italy and in Tuscany, the country and the region managed to recover, 
thanks to American aid and to the following economic boom23. Right after the Second 
World War, Tuscany strengthened its industry, investing in the productive activities that 
came from the artisanal tradition and that were linked to fashion. 
The leadership of Florence for the Italian fashion declined at the beginning of 
70’s, after the social and cultural changes in Europe and after the affirmation of Milan 
as city of prêt-à-porter.  
                                                
19 Quote from Morini E., (2010), Storia della Moda. XVIII-XXI secolo: p. 400. 
20 Article of Raffaele Calzini on “Corriere della Sera”, quoted by Gnoli S., (2012), Moda. Dalla nascita 
della haute couture a oggi: p. 173. 
21 See: Par. 1.2. 
22 See: Par. 1.4. 
23 See: Merlo E., (2003), Moda italiana. Storia di un'industria dall'ottocento ad oggi: pp. 76-83. 
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1.2 The rivalry between Italian fashion cities 
The discontent in the Florentine shows had already emerged during the first 
shows. First of all, the national authorities, such as the EIM of Turin and the “Centro 
italiano della moda24” of Milan, did not support the event in Florence. They had been 
instituted with the aim of supporting the national fashion, but all the Florentine dates 
had been created and managed by a private citizen, Giorgini. In addition, in 1952, the 
EIM and the “Centro italiano della moda” founded a new authority: the “Italian Fashion 
Service” (IFS), with the purpose to move the buyers from Florence to Milan and Rome. 
This move perturbed both the Italian fashion system and the buyers. In the summer of 
1952, the buyers received three different invitations for the Italian fashion events. As a 
result “no-one understood anything. Since for the Americans «time is business », they 
decided to get it over with and to go to Paris, while they were waiting for a decision 
about the definitive seat of Italian fashion. Some went back to Florence, a few were in 
Rome and none in Milan25.”       
The decision to create the IFS had been taken by the two authorities in order to 
give the EIM a leading role in organizing future high fashion shows. As the director of 
EIM, Rossini stated, “the Italian fashion events are getting an importance too huge to be 
left to private speculation26.”   
Besides the authorities of Milan and Turin, the tailors from Rome also criticized 
Florence for its role.  
The claim of Rome as centre for Italian fashion had historical reasons. After 
becoming the capital of Italy, the city had a strong socio-economic period, especially in 
the clothing sector. After the First World War, some tailors had located their studios in 
the city, and after the Second World War, their success was related to Cinecittà. Some 
Roman fashion houses created the clothes for Italian and American movie actors, also 
achieving success overseas27. Roman tailors presented their clothes during the First 
Italian High Fashion Show.  
                                                
24 “Italian Centre of fashion” 
25 Article of Vera, Tempi di contrasti per la moda italiana, in “Il popolo di Roma”, 24th February 1952, 
quoted by Pinchera V., (2009), La moda in Italia e Toscana. Dalle origini alla globalizzazione: p. 50. 
26 Quote from Pinchera V., (2009), La moda in Italia e Toscana. Dalle origini alla globalizzazione: p. 63. 
27 For example, Sorelle Fontana created the wedding cloth for Linda Christian who got married with the 
American star Tyrone Power. 
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The Roman ateliers had a more solid tradition than the Florentine tailors in high 
fashion, and therefore, they did not want to present their creations in Florence next to 
the boutique models. 
The first episode of dispute between Florence and Rome happened during the 
fourth event of the High Fashion show, in the Sala Bianca. Five Roman fashion houses 
refused to participate because of the poor visibility that the show gave them and because 
of the costs of getting to Florence. The following year, eight Roman fashion houses 
founded the “Sindacato Italiano Alta Moda28”, with the aim of moving the fashion 
shows from Florence to Rome. The statute of the new organisation forbade member 
fashion houses from taking part in the events of Palazzo Pitti. The Italian fashion was 
now in war with itself29.      
In order to reinforce the role of Florence after what had happened, Giorgini tried 
to reach a compromise with the EIM and the “Centro italiano per la moda.” First, he 
tried to involve the main Italian textile industries in the Florentine events30. Then, he 
proposed that Turin become the seat of the EIM, that the “Centro italiano per la moda” 
of Milan stop its activity and that the EIM get the patronage for the shows in Florence. 
In addition, he recognized Florence and Rome as the centre of high fashion and decided 
to promote it; in 1954 he founded the “Centro di Firenze per la moda italiana31.”  
Florence appeared the winner of this dispute, but in order to unify the many 
Italian centres of fashion, Giorgini wanted to create a Union Chamber, like the one in 
France32 . His project was realized in 1958: the “Camera Sindacale della Moda 
Italiana33” was established in Rome, with the aim to “defend, discipline and appraise all 
the interests, from those economies to those unions, who were related to the 
professional activity of the category34.” The new authority had to manage all the 
initiatives of Italian fashion, and it would be the only source of information in the 
                                                
28 “Trade-Union of Italian High Fashion” (SIAM) 
29 Quote from Paris I., (2006), Oggetti cuciti. L'abbigliamento pronto in Italia dal primo dopoguerra agli 
anni Settanta: p. 212. 
30 See: Par. 1.1. 
31 See: Pinchera V., (2009), La moda in Italia e Toscana. Dalle origini alla globalizzazione: pp. 50-52, 
62-72. 
32 La Chambre syndacale de la haute couture was set up in 1868 with the aim of coordination the French 
fashion sector. The set of rules of the Chambre decreed to present the collections twice per year, with 200 
models for each collection. (See: Pinchera V., (2009), La moda in Italia e Toscana. Dalle origini alla 
globalizzazione: p 45).  
33 Union Chamber of Italian fashion 
34 E’ nato il sindacato della moda italiana, in “Linea. Rivista dell’alta moda”, summer 1958, quoted by 
Paris I., (2006), Oggetti cuciti. L'abbigliamento pronto in Italia dal primo dopoguerra agli anni Settanta: 
p. 231.  
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country and abroad. It had to coordinate the whole fashion system, namely the textile 
and tailoring industries and all the industries that produce goods linked to clothing35.   
Actually, the Chamber never succeeded in its intent. In 1960, during the first 
meeting, the positions in the assembly were not decided and the dispute between the 
Italian fashion cities was not overcome36. The press still complained about the lack of a 
unique authority that organized the fashion events. The lack of cooperation between the 
Italian fashion cities was still huge.    
Turin was appreciated for serial production. Some years earlier, on 20th July 1954, 
the “Salone Mercato Internazionale dell’Abbigliamento37” had been organized in order 
to promote the Italian production of industrial clothing. The fair was created by the EIM 
and took place twice per year38.  
Milan stood out for the textile production. In the city, the “Mercato internazionale 
del Tessile per l’Abbigliamento e l’Arredamento39” had been founded in 1955 and 
presented for the first time on 26th April 1957. The event had been organized by the 
“Centro italiano della moda” of Milan with the EIM and had as its objective the creation 
of contacts within the textile industries, the retailers and the producers. In this way, high 
fashion could have a strong relationship with the industry40.   
While Rome remained the seat of important ateliers, that had distanced 
themselves from the shows in Sala Bianca, Florence was identified for the boutique 
fashion.  
A solution to these divisions was reiterated in 1962, when the “Centro Romano di 
Alta moda41” suggested the establishment of a National Chamber that has authority for 
coordination. The difference between the new Chamber and the other one was that the 
new Chamber recognized the other authorities (EMI, “Centro italiano della moda” of 
Milan) and tried to collaborate with them.  
                                                
35 Quote from  Merlo E., (2003), Moda italiana. Storia di un'industria dall'ottocento ad oggi: p. 73. 
36 See Paris I., (2006), Oggetti cuciti. L'abbigliamento pronto in Italia dal primo dopoguerra agli anni 
Settanta: p. 234. 
37 International Trade Fair of Clothing (SAMIA). 
38 See: Paris I., (2006), Oggetti cuciti. L'abbigliamento pronto in Italia dal primo dopoguerra agli anni 
Settanta: pp. 272-293. 
39 International Trade of Textile for Clothing and Furniture (MITAM). 
40 See: Paris I., (2006), Oggetti cuciti. L'abbigliamento pronto in Italia dal primo dopoguerra agli anni 
Settanta:  pp. 293-301. 
41 Roman Centre of High Fashion 
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On 29th September the “Camera Nazionale della Moda Italiana42” was set up. 
Some Italian fashion houses and some chambers of commerce joined it. The centres of 
Rome and Florence tried to break up the disputes and the Chamber promised to create a 
committee, which decided the dates for the Roman and Florentine fashion shows. The 
dates in the two cities were chosen to avoid putting the two events on the same day. In 
addiction, the Chamber indicated the different fashion line for the two cities: high 
fashion for Rome and boutique for Florence43.    
The “Camera Nazionale” had to create synergies within the Italian fashion centres 
and also with all the involved sectors of the clothing industry. Its mission was to create 
an Italian fashion system. The participants to the operation were numerous, not only 
those who belonged to the high fashion, but also those who worked in the boutique 
sector and in tailoring. Therefore, the “Camera Nazionale” was important for managing 
fashion from all its forms and for recognizing the different roles of the four fashion 
cities.  
At the beginning of the seventies, the Sala Bianca began to lose its leadership in 
high fashion. Many changes were influencing the decline of Florence. First, Rome had 
been recognized by the Chamber as the city of the Italian high fashion and second, the 
social movements were influencing the way of getting dressed 44 . Giorgini had 
understood the need for novelty for the shows in Florence. He sensed that, while the 
sartorial clothes started to lose importance for the market, the new ready to wear fashion 
was beginning its rise. He wanted to introduce ready to wear clothing in the Florentine 
events, but the tailors of Sala Bianca criticized his innovative ideas. In 1965, Giorgini, 
saddened about the destiny of the Sala Bianca, decided to retire as organizer of the 
Florentine events and left his position to Emilio Pucci45.  
                                                
42 National Chamber of the Italian Fashion 
43 See Paris I., (2006), Oggetti cuciti. L'abbigliamento pronto in Italia dal primo dopoguerra agli anni 
Settanta: pp. 237-240. 
44 See: Par. 1.3 
45 See: Pinchera V., (2009), La moda in Italia e Toscana. Dalle origini alla globalizzazione: pp. 40-43. 
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1.3 From the haute couture to the prêt-à-porter 
The high fashion, haute couture in French, refers to “the artisanal activity of 
fashion houses, where every season the tailor creates and presents his collections, which 
are custom cut for the customers in a few models or, even, in unique examples46”. 
During the fifties, the centre of high fashion was Paris. The French capital had 
been the seat of the first high fashion atelier, opened in 1860 by the English Charles 
Frederick Worth, tailor of the princess Eugenia47. Then, during the Nineties, the French 
fashion houses had become famous all over the world thanks to the International 
Registered Exhibition.     
The French couturiers were the first to introduce new elements in the garments 
and in the way of presenting them. For example, at the beginning of the Twentieth 
Century, Paul Poiret substituted models for mannequins and he eliminated the corset 
from his collection. Coco Chanel sewed his garments using luxury fabrics but also 
jersey and she was the first who collaborated with the textile industries to realize the 
collections48. 
French high fashion had a bad moment during the Second World War. Many 
ateliers had to close and the image of Paris suffered the effects of the Nazi policy that 
worked for launching Berlin as the fashion capital. Post-war, Christian Dior turned out 
affirming the supremacy of Paris, but the demise of some important ateliers and the 
rigid rules of the Chambre Syndacale49 influenced the slow decline of France. In 
addition, the collections were too expensive and their Yankee style lacked originality 
and French taste.       
The increasing ties with the American market, after the Second World War, 
brought changes not only in the French collections but also in the European consumers’ 
tastes. The influence from overseas offered newness in the production of clothing: some 
European entrepreneurs got in tight contact with the American companies. In 1949, 
Christian Dior opened an atelier in New York to sell his clothes to the department 
stores.  
                                                
46 See Saviolo S., Testa S., (2011), Le imprese del sistema moda. Il management al servizio della 
creatività: p. 76. 
47 Ibid. p.76 
48 Ibid. p. 77. 
49 See annotation number 32nd. 
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The European fashion was very influenced by these relationships with the 
American clothing sector: the ready-to-wear style spread over Europe.  
Ready to wear was translated in French as prêt-à-porter50. It developed in the 
USA, starting from 1800 with the male clothing. Its exclusivity staid in the industrial 
clothing production, and resulted in clothing that could be sold at low price. The first 
tailors’ workshops that used this method were on the East Coast of the USA. They 
produced and sold low cost ready to wear clothes for the sailors who staid on land for a 
short period51.  
From then on, the industrial production of clothing has become the American 
model of production. The tailoring had its origin in a worker environment of the 1800s 
(first for sailors, then for miners who used jeans as work clothes52) and since then, the 
ready to wear clothing developed further through the selling of ready to wear clothing in 
the department stores at the beginning of the Twentieth Century.      
In Italy, it took some time for the ready to wear clothing to be accepted; the delay 
was due to the slow growth of the clothing industry and to consumers’ preferences.  
 After the Second World War, the American aid to Europe let the Italian textile 
industry53 improve the production of yarns and fabrics. In one decade (1955-1965), 
thanks to those innovations, Italy became one of the most industrialized countries54. 
While the textile industry experienced development, the clothing sector received less 
aids and it benefited from it only indirectly, thanks to the advancement of the textile 
sector.  
The aid for the textile and clothing industry was in all 6% of the ERP (European 
Recovery Plan) amount. The companies that profited from the aid were: 120 in the 
textile sector, 4 in the clothing branch and 8 in the leather55. Because of this situation, 
the fashion industry in Italy delayed its affirmation. While in the other countries, such 
as the USA, “women and young ladies bought ready to wear clothes”, in Italy, 
                                                
50 The French word acquired another undertone for the fashion experts; it will be explained later. 
51 See: Saviolo S., Testa S., (2011), Le imprese del sistema moda. Il management al servizio della 
creatività: p. 83. 
52 Ibid. p. 83 
53 The textile sector includes the transformation of fibres in yarns and fabrics. See: Saviolo S., Testa S., 
(2011), Le imprese del sistema moda. Il management al servizio della creatività: p. 56. 
54 See: Paris I., (2006), Oggetti cuciti. L'abbigliamento pronto in Italia dal primo dopoguerra agli anni 
Settanta: p. 91. 
55 Data from Pinchera V., (2009), La moda in Italia e Toscana. Dalle origini alla globalizzazione: p. 141. 
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especially the women, demanded sartorial products56. At the end of the fifties, the 
industrially realized products were 400 thousands suits for women and 1,5 million of 
female outerwear57. The situation for male production was different: the clothes for men 
were easier to realize and the serial production for those had already reached a good 
level. In addition, men were more willing to buy tailored clothing. According to a Doxa 
research of 1954, 25% of men were inclined to buy ready to wear clothes, while only 
11% women would have done it. Both men (52%) and women (60%) indicated they 
preferred custom-cut suits, while for knitwear, the ready to wear products were most 
frequently chosen, between 52% and 37%58. The research showed the increase of 
consumption for ready to wear clothes, moved from north to south. It also proved that 
the ready to wear clothing was not acquired by wealthy people59. The qualitative 
standards for this kind of production were low; therefore, anyone who had the 
possibility, bought sartorial clothes, inspired by the high fashion models. The low 
suitability of industrial clothing resulted in the ready to wear industry getting viewed as 
having poor quality products.  
During the decade 1956-1965, the clothing industry began to satisfy the female 
consumers’ tastes. Then the industrial production started and surpassed the artisanal 
sector60. Between 1956 and 1965, the ready to wear market share reached 56%. The 
traditional tailors’ studios were replaced with modern industries, which invested in the 
vertical integration of the textile-clothing supply chain61.       
The first experiment of vertical integration between the textile industry and 
clothing happened in 1951, when Marzotto started to produce male and female clothes. 
This decision was made to use the excess workers, who were victims of the 
technological innovations in spinning and in weaving. The home market appreciated the 
                                                
56 See: Paris I., (2006), Oggetti cuciti. L'abbigliamento pronto in Italia dal primo dopoguerra agli anni 
Settanta: pp. 91-92.  
57 The outerwear was easier to produce with the tailoring. See: Ibid. p. 92 
58 Data from Pinchera V., (2009), La moda in Italia e Toscana. Dalle origini alla globalizzazione: p. 216 
and I Paris I., (2006), Oggetti cuciti. L'abbigliamento pronto in Italia dal primo dopoguerra agli anni 
Settanta: p. 97. 
59 See: Paris I., (2006), Oggetti cuciti. L'abbigliamento pronto in Italia dal primo dopoguerra agli anni 
Settanta: p. 97 
60 See: Pinchera V., (2009), La moda in Italia e Toscana. Dalle origini alla globalizzazione: p. 141. 
61 See: Saviolo S., Testa S., (2011), Le imprese del sistema moda. Il management al servizio della 
creatività: pp. 43-49 
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collections of Marzotto only at the end of fifties and the large demand allowed the 
company to invest in new plants62.    
Then Marzotto, Lanerossi, and Gruppo Finanziario Tessile (GFT) started to invest 
in industrial clothing. In particular, GFT brought some innovations in tailoring. It 
conducted some statistical studies on a representative sample of people for 
anthropometric characteristics. And it launched the “size revolution.” It brought to use 
many measurements that could be adapted for all the different consumers. The 
calculations gave 120 sizes, increasing the variety of the models and launching 
standardization. In this way, industrial clothing became a valid alternative to the 
custom-cut products, for a few consumers.  
The serial clothing achieved success in the seventies, after the social, cultural and 
economic changes. Between 1956 and 1965, fashion was characterized by a rising need 
of social distinction, beyond the new demands of comfort, practicality and 
identification. The new clothes had to communicate the end of poverty after the war and 
it had to show the wealth achieved. These needs were satisfied with the ready to wear 
clothing: it had low price and fashion content. In addition, it guaranteed a convenient 
closet rotation63.      
During the following years, the youth protest in 1968 and the female 
emancipation influenced the new way of dressing. The favourite clothes began to be 
informal and new garments were launched with success on the market: jeans, miniskirts 
and blazers.  
In this period, industrial clothing passed the high fashion in quantity. According 
to an analysis of the EIM, during the seventies, the custom-cut clothing had had a 
decrease, favouring the rise of the new youth garments. Fashion was no longer 
imperative: now its focus was on few well-defined typologies. With a smaller number 
of clothes, it was possible to get more variability in dressing64.    
High fashion remained the apparel for few, while the majority preferred to dress 
freely65. The reason for the sector crisis was that not all the fashion houses recognized 
                                                
62 See: Merlo E., (2003), Moda italiana. Storia di un'industria dall'ottocento ad oggi: pp. 85-86 and Paris 
I., (2006), Oggetti cuciti. L'abbigliamento pronto in Italia dal primo dopoguerra agli anni Settanta: pp. 
102-103. 
63 See: Paris I., (2006), Oggetti cuciti. L'abbigliamento pronto in Italia dal primo dopoguerra agli anni 
Settanta: p. 99. 
64 See: Pinchera V., (2009), La moda in Italia e Toscana. Dalle origini alla globalizzazione: pp. 221-222 
65 Ibid. p. 221. 
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the new consumers’ preferences. Germana Marucelli was an exception; in 1962, in an 
interview for Bellezza, she declared: “the women’s attitude for elegance has changed: 
nowadays, those who look for the great model and the novelty are few, almost everyone 
wants the simple with the high fashion sign; it means ready to wear model created as 
custom-cut with quality fabrics66”.  
In order to find a possible agreement between all the interested people of the 
Italian fashion and also, to put people in contact with high fashion and tailoring, in 1960 
and 1961 the “Italian ready to wear show” was organized in Milan. The aim of this 
event was to connect the tailor producers of high fashion and the international buyers, 
who could be interested in buying those garments. The judgments at the end of the show 
revealed some problems in the sizes and “the necessity of something more than 
adequate size at a convenient price67.” As for high fashion, an Italian style was 
demanded for the ready to wear as well.  
The affirmation of an Italian ready to wear needed an agreement within the 
fashion houses and the industries. The first one was signed in Vermazzo, in 1962. 
Thanks to this covenant, the Italian ready to wear was created and presented at the 15th 
show of SAMIA, in Turin68. Although the fashion houses were willing to continue the 
collaboration with the textile industries, the industrialists did not want it. They 
considered “those obstinate energy dispersions as unproductive and too typically 
artisanal. 69”               
At end of the seventies, the first real successful agreement between couture and 
industry was realized. Walter Albini 70  began to collaborate with companies and 
boutiques, drawing models then produced by industries or specialized ateliers. In 1968, 
Albini designed five collections for five different brands71 and presented them in Sala 
Bianca. One of these collections had the stylist’s name: “Billy Ballo by Walter Albini”. 
For the first time, the clothes had both the designer’s name and the company label. By 
                                                
66 Quote from Gnoli S., (2012) Moda. Dalla nascita della haute couture a oggi: p. 202. 
67 Quote from I Paris I., (2006), Oggetti cuciti. L'abbigliamento pronto in Italia dal primo dopoguerra 
agli anni Settanta: p. 414. 
68 Ibid. p. 415. 
69 Quote from Paris I., (2006), Oggetti cuciti. L'abbigliamento pronto in Italia dal primo dopoguerra agli 
anni Settanta: p. 417. 
70 Real name Gualtiero Angelo Albini, he was born in Busto Arsizio on 3rd March 1941.  
71 They were: Trell, Krizia maglia, Montedoro, Princess Luciana and Billy Ballo. See: Morini E., (2010), 
Storia della Moda. XVIII-XXI secolo: p. 453. 
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indicating the name of Albini on the garments, his creative work was recognised as 
important as the industrial production for realizing the collection.  
The collaboration of Albini with Callaghan72 and then with Misterfox73 opened 
the door to new a partnership and led to the birth of a new important figure for fashion: 
the stylist. The synergy between industry and stylist conferred to the ready to wear a 
stylistic value, which was acknowledged by attaching the designer’s sign. In addition, 
the collaboration benefited both the stylist and the company: while the stylist could 
profit by a wide and easy distribution of his product on the market, the industry 
acquired new know-how and new sensibilities from the stylist’s abilities.  
The new fashion system, made up of the designer who created and the industry 
that manufactured, was called prêt-à-porter. It represented a luxury and in vogue 
industrial production. The word prêt-à-porter had been coined by the French Jean 
Claude Weill at the beginning of the fifties. It had been introduced in order to indicate 
the ready to wear and to eliminate the bad reputation of those kinds of clothing. In 
Europe, the tailored clothes had gained a bad reputation during the years and it was 
necessary to change the consumers’ perception. During the years, the term took another 
meaning: nowadays it is used to indicate the serial produced high fashion, signed by a 
stylist.      
The stylist was different from the tailors: he created clothes for many people and 
not for a few. He took care of the garment starting from the creation until the 
realization, indicating the necessary elements and defining a total look for the entire 
collection. The whole collection had to be characterized by a clear design that identified 
the stylist. In this way, the stability of the creator’s sign contrasted with the instability 
of fashion.   
The stylist was (and still is) a person who offered both models and life styles, 
connected to his cultural choice74. The style had to identify the designer and make him 
recognizable in respect to the other designers. According to this idea, Albini tried to 
create a different style for each company he collaborated with. Anyway, he always 
                                                
72 Callaghan was set up in 1966 to label the knitwear line of Zamasport.  
73 Misterfox was a clothing company, founded by Albini and the industrialists Luciano Papini at the 
beginning of seventies. 
74 Quote from: Paris I., (2006), Oggetti cuciti. L'abbigliamento pronto in Italia dal primo dopoguerra agli 
anni Settanta: p. 428. 
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imprinted a recurring sign in his collection: “the figurative culture of thirties and 
twenties75.”  
Others followed the example of Albini: through agreements between designers 
and industries some famous stylists emerged. They characterized the Italian fashion 
sector during the following years. Gianni Versace, Norma Kamali, Helmut Lang, 
Luciano Soprani and Romeo Gigli succeeded Albini in the collaboration with 
Callaghan. In 1971, Emanuel Ungaro started to work for GFT and after him it was the 
time for Armani, Valentino, Féraud, Massimo Osti, Chiara Boni, Claude Montana, 
Christian Dior and Pierre Cardin. Also the group Max Mara created agreements with, 
only French designers76.   
The union between fashion and industry had its focus in the stylist’s creativity, 
which differed too often from the rigidity of Sala Bianca. The adopted rules for the 
Florentine events required the unique entrance to show a limited number of garments. In 
addiction, the prêt-à-porter clothing was not presented because the organizers wanted 
only high fashion and boutique collections.   
The impatience of the young stylists for the events in Palazzo Pitti had its peak in 
1971: Albini decided to present his creation in Milan instead of Florence. His decision 
was followed by Ken Scott, Missoni and Krizia. The last one explained her choice in 
this way: “We have nothing against Florence, but its system does not work for us 
anymore. We want to show calmly the whole collection in my atelier without a hurried 
show that says nothing to the buyers.77”  
The transfer to Milan was due to the proximity of the city to the textile industry78 
and to the presence of networking, useful for the fashion houses (advertising, 
transportations, infrastructures…)  
During the seventies, other stylists, such as Trell, Caumont and Novellini, left 
Florence for Milan. The new seat became the centre for the rising Italian prêt-à-porter 
and in order to promote it, many shows were organized. Beyond MITAM, also 
                                                
75 See: Gnoli S., (2012) Moda. Dalla nascita della haute couture a oggi: p. 227. 
76 See: Merlo E., (2003), Moda italiana. Storia di un'industria dall'ottocento ad oggi: p. 93. 
77 Quoted by Gnoli S., (2012) Moda. Dalla nascita della haute couture a oggi: p. 228. 
78 At the beginning of the seventies, Milan had the record for the numbers of textile companies, around 
250. See: Pinchera V., (2009), La moda in Italia e Toscana. Dalle origini alla globalizzazione: p. 143. 
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Milanovendemoda, Milano Alta Moda Pronta e Modit (for the small-middle 
companies79) took place there.  
Now, the clash against Paris was fought on the Milanese catwalks. In March of 
1980, the “International Herald Tribune” wrote: “the war between Milan an Paris is in 
full swing, and Milan is clearly on the upgrade: Paris gives the inspiration and Milan 
arrives to carry out the interpretation and tailoring.80” 
 
1.4 The industrial districts 
Although Florence had lost its role as fashion capital city, the Tuscan fashion 
system remained one of the most productive in Italy. The power of the regional industry 
was due to the specialization of the companies in some clothing sectors and also due to 
the territorial partition of the industries.    
At the end of the thirties, the clothing sector in Tuscany had had a remarkable 
progression. The ground for future mass production had been prepared. In that period, 
the clothing industrial production value in the region was about 190 million lire, that 
meant 8% of the national total for the sector. In the territory, there were 3 factories with 
more than 250 workers and 4 anonymous societies with a total capital of 12 million 
lire81. The territorial structure was characterized by the presence of factories in the main 
Tuscan provinces. This organization created a varied set of companies and local 
systems of small industries.         
North Italy had developed a different industrial system compared to the Tuscan 
one. This system had a concentration of large companies, many industries and workers. 
These features had been seen as the principal advantage in affirming Milan as 
international centre of fashion during the seventies82. Anyway, the events that occurred 
during the decade 1971-1981 favoured the typical Tuscan industrial structure and 
                                                
79 See: Paris I., (2006), Oggetti cuciti. L'abbigliamento pronto in Italia dal primo dopoguerra agli anni 
Settanta: pp. 480-494. 
80 Quoted by Gnoli S., (2012) Moda. Dalla nascita della haute couture a oggi: p. 235. 
81 See: Pinchera V., (2009), La moda in Italia e Toscana. Dalle origini alla globalizzazione: pp. 124-126. 
82 Ibid. pp. 130-132. 
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weakened the large companies of north Italy, such as GFT of Turin and Marzotto from 
Veneto established in the previous decade.        
Between the end of seventies and the beginning of eighties, the tailoring industry 
had a bad period that led many large companies to close or go to public control83. The 
clothing industry restructuring was due to the market evolution and to the changes in 
consumers’ demands.    
The economic crisis of the seventies damaged strongly the textile and clothing 
sector. The recession was characterized by the increasing price of raw materials, by the 
union claims that made labour costs rise, by the growth of the public expense and by the 
increase of exchange rates. In 1970, 100 million of clothing and textile workers had to 
use unemployment insurance. While in two years the production decreased by 7 
percentage points, the imports from foreign countries with low labour cost doubled. In 
five years (1968-1973), the labour cost for each employer went from 1.5 million lire to 
3.2, that was a 40% increase.       
1974 was considered the worst year of the crisis: the high inflation and the 
stockpiles caused consumption and demand to fall. The limitation of credit, the high 
price of money, the lengthening of payment time and the decline of production were the 
main effects of the recession84.  
The economic trends damaged mostly the large companies because of their 
rigidity and the high investment inputs. In order to overcome the bad moment, they 
reacted by changing the business strategy. Company reorganizations occurred: while the 
large and less competitive companies ceased their activity, the medium-large companies 
decentralized the production. The decentralization was realised both in Italy and abroad, 
where some manufacturing steps were outsourced in order to reduce the labour cost on 
the final product.      
The decentralization in the country allowed the reorganization of small units. The 
local craftsmanship and the productive process rationalisation emerged from this 
reorganization, which also favoured illegal labour and tax evasion. The average sizes of 
large companies were halved and the number of productive units specializing in specific 
products increased. During 1971-1981, the local units passed from 9.5 thousand to 28 
                                                
83 See: Paris I., (2006), Oggetti cuciti. L'abbigliamento pronto in Italia dal primo dopoguerra agli anni 
Settanta: p. 494. 
84 Ibid. pp. 496-497. 
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thousand and the number of workers increased by 29 percentage points 85 . The 
productive activity was concentrated in small and medium industries with the number of 
workers ranging from 10 to 9986.    
Beyond the recession during the seventies, there was another factor that 
influenced the success of small companies: the change in consumers’ tastes. At the end 
of the seventies, the youth protests, the union claims and the female emancipation built 
a new value system; new life styles were introduced that influenced the way to wear 
clothes. The informal clothing for the young and the ready to wear for the adults 
became the most requested apparel. In this context of sudden demand change, the small 
companies were favoured because of their size. They benefited from flexibility and their 
ability to produce the most demanded clothes, at lower price than the brands and with 
slower delivery time. The low technology level and the few necessary investments for 
realizing ready to wear products advantaged the small companies87.     
The demand, always more oriented to informal and casual clothing, such as ready 
to wear, knitwear and tailoring, contributed to the reorganization of the productive 
system.    
While in the textile and leather sector the number of productive units increased, it 
decreased in the clothing and the footwear sector. A new territorial distribution for the 
fashion system emerged: Tuscany became the second region for businesses and workers 
of the sector, after Lombardy88.  
From this reorganization of the productive structure, the industrial district 
emerged. This is a typically Italian phenomenon that links the artisanal knowledge of 
some areas with industrial production. 
The term “industrial district” was not invented in Italy: the English economist of 
the XIX century, Alfred Marshal, coined it. He engaged a long time in the argument and 
the focus of his study was on the “industrial atmosphere” that came from the presence 
of working companies in the same sector and in the same area89. According to Marshall, 
the local dimension had an essential role for organizing the industry and for the 
                                                
85 See: Paris I., (2006), Oggetti cuciti. L'abbigliamento pronto in Italia dal primo dopoguerra agli anni 
Settanta: p. 502. 
86 See: Pinchera V., (2009), La moda in Italia e Toscana. Dalle origini alla globalizzazione: p. 153. 
87 See: Saviolo S., Testa S., (2011), Le imprese del sistema moda. Il management al servizio della 
creatività: p. 92. 
88 See: Pinchera V., (2009), La moda in Italia e Toscana. Dalle origini alla globalizzazione: pp. 154-155. 
89 Schilirò D., (2008), I distretti industriali in Italia quale modello di sviluppo locale: aspetti evolutivi, 
potenzialità e criticità: p. 9 
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economic development. The Marshallian industrial district constitutes a localised 
increase of inter-industry relationships that show a consistent stability over time in an 
area90. The productive specialization of that area creates a territory identity with a 
specific productive activity91. 
Giacomo Becattini has brought back attention to Marshal’s theory. Becattini 
defined the industrial district as socio-economic systems joining together a community 
of people with common values or culture and economy92. The common values are 
expressed with the ethic of family, of reciprocity and of transformation93. The value 
system sets up little by little and represents a preliminary requirement for the 
establishment and the development of a district. Next to the value system, the creation 
of institutions (such as market, company, family) that spread those values is necessary.   
  The group of firms in the district works in different production phases of local 
manufacturing. In this way, each firm represents “a specific gearwheel of that specific 
district.94”   
Each district is known for a particular “industrial atmosphere” (according to 
Marshall’s definition) that cannot be reproduced anywhere else. This atmosphere is 
inimitable because it is composed of a specific productive system and of cultural, social 
and institutional variables.  
The external environment of the districts has exercised influence on the company 
organization and has determined the industrial relationships. The intense spatial 
interpenetration, between the productive system of the small firms and the social 
dimension of the local community, allowed the transmission of ideas and information 
within the working companies of the same district95.  
Marshall’s concept of industrial district based on the importance of external 
economies allows understanding the development of the agglomerated cluster of small 
and medium-sized firms. Marshall observed that small firms could benefit from external 
economies by grouping together. The benefits that the companies could acquire by the 
concentration were: the increasing knowledge of markets, the expansion of industrial 
                                                
90 Belussi F. and Mcdonald F., (2002), Project West-East "Industrial districts's re-location process: 
identifying policies in the perspective of the european union enlargement: p.16 
91 Canettieri E., Per saperne di più... i distretti italiani: p. 12 
92 Belussi F. and Mcdonald F., (2002), Project West-East "Industrial districts's re-location process: 
identifying policies in the perspective of the european union enlargement: p.11. 
93 Becattini G., (1991), Il distretto industriale marshalliano come concetto socio economico: p. 53 
94 Ibid: p. 55 
95 See: Cainelli G., (2002), L'evoluzione dei distretti industriali in Italia: pp. 3-6. 
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outputs, the creation of markets for skilled labour, for specialized services and for 
subsidiary industries, and finally, the improvement of physical infrastructures, such as 
roads and railways96.     
The external economies represent a reply to those who claim that the districts do 
not promote innovation. The network of inter-firms and the community drive to 
innovation, to knowledge and to quality. In this environment, the competition between 
the companies still works, since the firms create collaborations and synergies, keeping 
their identity and their entrepreneurial autonomy.    
The constituted districts of the seventies were characterized by a typical structural 
configuration. In each district, 30% of the small-size firms produced the final 
commodity, while the other firms either worked on a unique productive phase or were 
part of the vertical integration, supplying goods and services97.   
In the textile and clothing sector, some productive units succeeded in creating a 
distribution channel and thus became “industrial firms oriented to fashion98.” Other 
firms worked as third party, manufacturing for the larger companies. Four different 
kinds of firms emerged in the districts: those that were integrated, those that were 
commercial, the third party companies and the artisanal and home workers. While the 
integrated firms produced and sold on the market realizing internally the main phases of 
the process, the commercial companies purchased the raw materials to work externally 
and then sold the final commodity. The third party firms were specialized in the phases 
of cutting and fastening and the home workers focused on the binding phase99.     
The subcontractor companies (façon), that work as third party, are still numerous, 
especially in Tuscany, in Veneto and in Emilia-Romagna. They manufacture clothes on 
behalf of the brand company, which decentralizes the process phases in order to be 
leaner and to conserve internally only the strategic and creative phases. This kind of 
agreement had allowed the fashion companies to face the needs of flexibility and 
specialization, required by the fashion commodities.       
                                                
96 Belussi F. and Mcdonald F., (2002), Project West-East "Industrial districts's re-location process: 
identifying policies in the perspective of the european union enlargement: pp. 6-10.  
97 Rosini R., (2005), Il distretto industriale in Italia: origini storiche ed analisi del sistema industriale: p. 
3 
98 See: Saviolo S., Testa S., (2011), Le imprese del sistema moda. Il management al servizio della 
creatività: p. 93. 
99 Ibid. pp. 93-94. 
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 The industrial districts were located in areas where in the past the firms had 
specialized in making certain products. In the fashion sector, the most operative regions 
had been Piedmont, Lombardy, Veneto and Tuscany, thus the majority of clothing and 
textile districts was in those regions. The table below shows the industrial distribution 
for the fashion sector, in the mentioned regions, during 1981.  
 
Tab. n. 1: Fashion firms in Piedmont, Lombardy, Veneto and Tuscany 
SECTOR PIEDMONT LOMBARDY VENETO TUSCANY 
 Factories Workers Factories Workers Factories Workers Factories Workers 
Textile 4.973 72.564 11.228 173.627 4.839 54.453 19.118 82.096 
Clothing 5.594 36.274 15.604 98.317 8.155 69.806 7.163 51.662 
Leather 484 3.978 2.211 15.245 1.607 15.343 3.240 21.551 
Footwear 385 4.059 2.088 26.501 2.589 33.723 4.458 40.869 
Tot 11.436 116.875 31.131 313.690 17.190 173.325 33.979 196.178 
% On the 
national data 
for the fashion 
sector  
6,6 9,5 18,0 25,5 10,0 14,1 19,7 16,0 
 
Source: Pinchera V. (2009), La moda in Italia e Toscana. Dalle origini alla globalizzazione: p. 155 
 
From the table, Tuscany comes out as the region with more factories in the textile, 
leather and footwear industry. Exactly in those fashion sectors seven industrial districts 
were developed in the region100:     
• Textile and clothing district of Empoli 
• Textile and clothing district of Prato 
• Footwear district of Valdinievole 
• Leather and footwear district of Valdarno Superiore 
• Textile and clothing district Casentino-Val Tiberina 
• Tanning district of S. Croce Sull’Arno 
• Goldsmith district of Arezzo 
 
                                                
100  Information from Osservatorio Nazionale Distretti Italiani, on: 
http://www.osservatoriodistretti.org/category/regione/toscana. 
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Within these, the important district for the current research is the district of 
Empoli. The company, about which the research has been conducted, was set up in that 
textile-clothing district.  
In the normative framework, the concept “industrial district” was introduced for 
the first time with the law 317/1991, art. 36. The industrial districts have been defined 
as “local territorial areas, characterized by a high concentration of small-size firms, with 
particular importance to the relationship between the firms and the population and also 
to the productive specialization of the firms.” In 1993, the DM101 on 21st April has 
established the 5 parameters to identify a district: the manufacturing industrial index, 
the entrepreneurial density, productive specialization, employment weight and 
incidence of small-size firms. These parameters had to surpass 30% of the relative 
national index, in order to recognize the area as a district.  
Anyway, with the law on 11th May 1999 n. 140, those standards had been replaced 
with the wider concept of “productive local system”. In addition, more independence in 
the regions has been recognized for identifying the districts. The productive local 
systems are characterized by the high concentration of the industrial firms and by the 
productive specialization of the firm systems.     
Even nowadays, the districts are a strong industrial reality of the Italian economy. 
According to the 14th ISTAT census (2001), in Italy there are 156 manufacturing 
systems, specialized above all in the 4A102 of Made in Italy. These units are distributed 
in the country in this way: 
 
Tab. n. 2: Distribution of industrial districts in Italy 
LOCATION QUANTITY 
North-East 42 
North-West 39 
Centre 49 
South 26 
Total 156 
 
Source: Schilirò D. (2008), I distretti industriali in Italia quale modello di sviluppo locale: aspetti evolutivi, 
potenzialità e criticità: p. 13 
                                                
101 Ministerial Decree. 
102 Abbigliamento (clothing), Arredamento (furniture), Automazione (automation), Alimentari (Food.). 
The fashion in Italy 
______________________________________________________________________ 
 
 
39 
Just six regions (Piedmont, Lombardy, Veneto, Marche, Tuscany and Emilia-
Romagna) represent almost 75% of the districts103. Within these districts, about 12.5 
million people work, including 22% of the Italian population104.   
According to a survey of Banca Italia on the industrial districts105, the firms in the 
districts have mainly a family ownership. 92% of companies in the district are 
controlled by people from that area. This confirms the solid connection between the 
industry and the local community. 
 
1.4.1 The textile-clothing district of Empoli 
The origin of the district of Empoli dates back to the First World War. During that 
time, the military demand for raincoats helped those local firms specialized in 
producing that kind of garment106.  
1919 is considered the birth year of the raincoat production in Empoli: Livio 
Busoni bought a trench coat from the Unione Militare Firenze107, which had gotten it 
from the British offices. Busoni wanted to reproduce the raincoat in the workshops of 
Unione Sarti108 and then to sell it in two stores of the town109.  
The district began to achieve success in the thirties, always with military orders. 
The clothes were produced by home workers, who sewed using a machine of the 
Unione Sarti, which supplied it after a year of apprenticeship. In the period between the 
two World Wars, about 20 thousand home workers were counted: the female 
participation typified the development of the district.  
From the industrial census of the years 1937-1940, it was determined that in 
Empoli there were 66 production firms, distributed in this way:  
 
 
                                                
103 See: Canettieri E., Per saperne di più... i distretti italiani: p. 9. 
104 See: Ricciardi A., (2010), Le Pmi localizzate nei distretti industriali: vantaggi competitivi, evoluzione 
organizzativa, prospettive future, in Quaderni di ricerca sull’artigianato: p. 139.  
105 See: Cainelli G., (2002), L'evoluzione dei distretti industriali in Italia: p. 12. 
106 See Pinchera V., (2009), La moda in Italia e Toscana. Dalle origini alla globalizzazione: p. 124. 
107 Military Union Florence. 
108 Tailors Union. 
109 See Paris I., (2006), Oggetti cuciti. L'abbigliamento pronto in Italia dal primo dopoguerra agli anni 
Settanta: p. 69. 
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Tab. n. 3: Operative firms in Empoli 
 
OPERATIVE FIRMS IN EMPOLI (1937-1940) 
Serial clothing 8 
Artisanal production 58 
Total  66 
 
 
Source: Paris I., (2006), Oggetti cuciti. L'abbigliamento pronto in Italia dal primo dopoguerra agli anni 
Settanta: p. 69. 
 
The demand of the raincoats from Empoli decreased after the bombing in 1943. 
The Army turned over its orders to some industries from Lombardy. 
 By the end of the war and with the industrialization of all the sectors, the 
production of raincoats had a new growth. The Italian garment became appreciated also 
abroad and it competed with the English one. In 1959 about 1.5 million raincoats had 
been produced in Italy. According to a valuation then110, 50% of production had been 
made in the area of Empoli.  
The number of home workers making the raincoats increased constantly until 
1958. During that year a law was approved that imposed on the cottage industry the 
same duties as the firm workers. With the new legislation, the advantages of the 
external work vanished. This change, added to the increasing competition from the 
more technologically advanced districts of north Italy, led the area of Empoli to a 
gradual decline.  
In conclusion, the case of Empoli represents the example of how the productive 
activity was in a district. The specialization in kind of products interested the numerous 
small-size firms and the home workers. The area of Empoli had been characterized by 
the production of raincoats, but the companies succeeded in increasing their activity 
with outerwear and leather garments. The production of leather clothing started at the 
beginning of the seventies, because of the presence of American and English buyers 
who were looking for suppliers of leather at convenient prices. The diversification in the 
                                                
110 See Paris I., (2006), Oggetti cuciti. L'abbigliamento pronto in Italia dal primo dopoguerra agli anni 
Settanta: p. 70.  
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leather sector of the firms in Empoli was also supported by the proximity to the tanning 
district of Santa Croce: the raw materials were easy to get111.    
According to the data from the “Osservatorio Nazionale Distretti Italiani”, the 
district of Empoli is made up of 10 towns112, with the heart in Empoli. The total area is 
670 square kilometres. The Fig. n.1 shows the main productive areas of the district.   
The industrial area of Empoli consists of a dense network of small productive 
units and represents 2/3 of the national production. The district is the third industrial 
centre in Tuscany, after Prato and Florence, and beyond the textile-clothing sector, it 
has developed chemical, ceramic, mechanical, leather, rubber, plastic materials, foods 
and paper processing industries. The number of operating firms in the district is 15,393: 
16% of the provincial total113. Most companies belong to agriculture, manufacturing 
activities, construction, commerce and the real estate sectors.  
Comparing the third trimester of 2009 with the one of 2011, it shows a reduction 
of agricultural, manufacturing and construction companies (tab. n. 4).  
 
Fig. n. 1: The textile-clothing district of Empoli 
Source: Osservatorio Nazionale Distretti Italiani 
 
                                                
111 Zanni L., (a cura di), Distretti industriali e imprese artigiane tra continuità e cambiamento. I casi di 
Prato e Empoli: p. 19. 
112 Capraia e Limite, Castelfiorentino, Cerreto Guidi, Certaldo, Empoli, Gambassi Terme, Montaione, 
Montelupo F.no, Montespertoli and Vinci.  
113 See: Progetto IMAGINE, Analisi Territoriale del distretto dell'abbigliamento di Empoli: p.12 
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Tab. n. 4: Comparison in number for the seats of the operative firms in the district   
SECTOR 
DISTRICT 
NUMBER OF SEATS (3RD 
TRIMESTER 2009) 
NUMBER OF SEATS (3RD 
TRIMESTER 2010) 
Agriculture, forestry, fishing 1.989 1.949 
Manufacturing activities 2.964 2.924 
Construction 2.761 2.725 
Wholesale and retail 3.573 3.579 
Estate companies 1.057 1.070 
Tot 12.344 12.247 
 
Source: Progetto IMAGINE, Deliverable 2.4. Initial Environmental Territorial Review Report, Analisi 
Territoriale del distretto dell'abbigliamento di Empoli: p. 17 
 
The weight of the manufacturing activities, that include clothing production, is 
still significant if compared with the number of inhabitants in the area. While in 
Tuscany the number of manufacturing workers is 10.6 out of every 100 inhabitants, in 
Empoli they are 15.5. However, analysing the census data over 30 years (1971-2001), it 
comes out that starting from the eighties, the population increased, while the number of 
manufacturing workers decreased. This trend is different for the tertiary sector: the 
workers increased 81% (Tab. n. 5).    
 
Tab. n. 5: Information about the workers in the manufacturing and tertiary sector and population in 
Empoli  
YEAR 
EMPOLI 
MANUFACTURING 
EMPOLI 
TERTIARY 
EMPOLI 
POPULATION 
1971 25,693 10,483 145,580 
1981 33,571 13,128 152,195 
1991 28,197 16,786 152,097 
2001 24,507 18,971 157,910 
 
Source: Zanni L. (a cura di), Distretti industriali e imprese artigiane tra continuità e cambiamento. I casi di Prato 
e Empoli: p. 25 
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Comparing the total number of the manufacturing workers with the employees of 
the textile-clothing sector, it shows that 22.5% of the manufacturing workers were 
active in that sector114. The district suffered loss of employees starting from the eighties 
and the following decade. While the seventies represent an expansive phase of the 
district of Empoli, the years between 1981-2001 are the period of a national and 
territorial decrease of the textile-clothing sector. In Empoli, the number of workers 
dropped by 70% and in the country it decreased by 36%.    
 
Graph n. 1: Evolution of the workers in the textile clothing and manufacturing sector in Empoli, 1971-2001 
(1971=100). 
 
 
 
Source: L. Zanni in Distretti industriali e imprese artigiane tra continuità e cambiamento. I casi di Prato e 
Empoli, p. 27 
 
According to the 14th Istat census, in the district of Empoli there are 723 clothing 
firms, with about 4 thousands workers115. The set of firms is formed of artisanal 
companies and third party manufacturing, small-size final firms and some medium-size 
final companies that produce high quality and fashion apparel116.   
The collaboration between the local firms, operating in the same sector, is realized 
by subcontracting. Subcontracting creates a relationship between two companies 
(subcontractor and the client) and has as its goal the realization of a process phase or the 
production of a part of the final product. Generally, the clothing firms in a middle price 
category turn to local subcontractors in order to realize the collections or for the 
execution of manufacturing phases in the production117.     
                                                
114 Data from 14th Istat census, see: Zanni L. (a cura di), Distretti industriali e imprese artigiane tra 
continuità e cambiamento. I casi di Prato e Empoli: p. 26. 
115 Ibid: p.19. 
116 Ibid. p. 9 
117 See: Zanni L., in Distretti industriali e imprese artigiane tra continuità e cambiamento. I casi di Prato 
e Empoli: p. 20. 
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From the nineties, a Chinese community started to settle in the area of Empoli. 
Over time the Chinese workers have improved their ability in producing quality apparel 
and have acquired a place in the production line of the district. The clients have begun 
to outsource part of the manufacturing to the Chinese and to leave the high quality 
production to the firms of Empoli. This phenomenon led to the marginalization of the 
manufacturing firms in the low price category118. 
In this production environment, the company Allegri was founded. The firm is the 
object of the research explained in the following chapters. 
                                                
118 See Zanni L., in Distretti industriali e imprese artigiane tra continuità e cambiamento. I casi di Prato 
e Empoli: p.20. 
The brand allegri 
______________________________________________________________________ 
 
 
45 
CHAPTER 2ND: THE BRAND allegri 
 
2.1 History of the brand 
The development of Allegri119 is closely related to the industrial environment of 
the Empoli District and to the development of the Italian fashion.  
Considering the industrial district, we have seen how Empoli gained an important 
role in the production of raincoats, especially after the Second World War. The raincoat 
is the iconic product of the company Allegri, which started its activity producing only 
this outerwear.  
The connection with the events of the Italian fashion development can be found in 
the many relationships that the company had with stylists during the years to create its 
prêt-à-porter collection.  
The history of Allegri starts with the idea of two brothers, Allegro and Renato 
Allegri, who decided to build their own raincoat company. This decision came about 
after some years of experience in a factory of raincoats: Macri. In 1954 the two brothers 
invested some of their capital in this company that had 20 workers and produced only 
raincoats in two different models: single-breasted or double-breasted coats.  
In 1962 Allegro and Renato founded their first company, Finest. Its headquarters 
were in the centre of Empoli120, the heart of the industrial district, and had about 20 
workers. For this new project, the two brothers involved also their sons and daughter: 
Augusto and Dianora for Allegro and Pietro for Renato. The production of Finest was 
made for wholesalers and it had only two variations of models in four different colours 
(blue, black, beige and brown).  
The business for Finest was going very well, considering the good timing of the 
Italian fashion market and the booming district, but the three cousins wanted more. 
They recognized that it was the right time to increase the business. The entry of Italy 
                                                
119 Information about Allegri comes from the company profile on the web site: www.allegri.it. 
120 In Piazza San Rocco. 
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into the European community and the opening to the new markets represented the 
premises to invest in the foreign markets and to diversify the products from the many 
other companies who manufactured raincoats in Empoli. What the Allegri family 
wanted was to make fashionable products.      
In order to realize their plan, Dianora, Augusto and Pietro went to Paris to 
discover the latest market requests. Then, they took part in some fashion events to know 
the new looks, to set up collaboration with expert designers and to distance themselves 
from the other raincoat factories of Empoli.  
In 1971, after a period of research, the Allegri S.p.A. 121 was founded. The new 
company was the fulfilment of the strategy that the young cousins wanted to follow: 
creating their own brand and investing in it and in its distribution channel. With this 
purpose, the company started an important collaboration with one of the key players on 
the Italian fashion sector: Giorgio Armani. The designer created and launched a 
collection for the brand with his signature: Allegri by Armani. This was the change for 
Allegri; its products deserved personality and quality. Beyond the creation of the 
collections, Armani and Allegri signed another agreement: through a license, the 
company would use its assets to produce Armani’s clothes. In order to realize the 
production, Allegri created agreements with some satellite factories (façon) in Empoli, 
Prato and in Veneto. 
Through the collaboration with the designer, Allegri became famous and 
appreciated in Europe. The seventies were characterized by great success for the brand: 
Germany, Switzerland, the countries of northern Europe and later France, Spain and the 
U.S. demanded the “fluid and long” raincoat of Allegri.  
During the eighties, the company went on with its strategy and invested in 
channel distribution. The first Allegri store was opened in Florence, and then a 
showroom was inaugurated in Milan in the historic Sorbelloni Palace. These new 
openings gave Allegri more visibility, both in Italy, where the stores were, and abroad, 
because of the international nature of the two towns.  
In the same period, the family decided to manage independently the brand and to 
develop their own Allegri collection without the sign of Armani. In order to make the 
brand more autonomous, the collection Allegri by Armani was interrupted, but the 
company still collaborated with the stylist to make his models. Different creators who 
                                                
121 In Via Oberdan, Vinci  
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worked for Allegri designed the new independent line. Some of them were Nao 
Takekoshi, Mauro Calugi and Danilo Giannelli, Filip Arickx and An Vandevorst and 
the recent one, Mauro Ravizza Krieger. 
 Next to the collection Allegri, the company developed a new one: Momento Due. 
This line was created with the partnership of two French designers: Marithé and 
François Girbaud. Through this collaboration, the Allegri collection was enriched by a 
sportive part and by more products than only the raincoat.  
In the meantime, Allegri created new agreements with other designers. After 
Armani, also Versace, Fendi and Guido Pellegrini resorted to Allegri to make their 
collection, using a contract of license. In order to manage all the licenses, the company 
created a new society: Serena s.r.l.  
The eighties are also the years of opening to the Asiatic market. Allegri signed a 
license with Sanyo122, an industrial Japanese partner that produced and sold clothes 
using the brand Allegri. This agreement let the company to reach a booming market, but 
it also created some problems for the brand image. The production was realized by the 
partner, that selected on its own the fabrics and created a different collection from the 
Italian one, risking to ruin the brand image if the qualitative standard had not been 
respected.  
At the end of the eighties and the beginning of the nineties, Allegri started to 
make its first advertising campaigns with the collaboration of some famous 
photographs: Peter Lindbergh, Albert Watson, Herb Ritts and Ferdinando Scianna (Fig. 
n.3). Starting from these collaborations, the images, representing the products of 
Allegri, are always in black and white, with a man and a woman.  
In the further years, also the stylist Romeo Gigli began a partnership with the 
company. His design brought a great contribution to the female collection: it became 
blunter, cleaner and with a more refined fit, in line with the minimalist style that 
characterised the design’s creations. In 1990 the success in the American market drove 
the company to open its American headquarters in New York, the Allegri Corporation. 
This move allowed Allegri to know the market better and to reach the main department 
stores in the U.S. The brand became famous also in the east markets: the stores Crocus 
in Moscow and Lane Crowford in Hong Kong displayed the Allegri products.  
                                                
122 Sanyo Shokai is one of the largest apparel manufacturers in Japan that has a long rich history dating 
back to 1943. See http://www.sanyofashionhouse.com. 
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Still in 1990, Allegri won the special prize, Pitti Immagine Uomo, for the 
extraordinary results of the raincoat segments.  
 
Fig. n. 2: Ferdinando Scianna, Milan, Advertising for Allegri, 1993 
 
 
Source: Allegri’s archive 
 
The good business trend of Allegri made the family decide on corporate 
reorganization. In 1992, the licenses and the brand Allegri were rounded up into only 
one society: the Dismi123 92 S.p.A. The new firm incorporated the Serena s.r.l. and 
Allegri S.p.A. In addition it became the full owner of the Allegri Corporation in New 
York.  
Meanwhile, Allegri signed other important collaborations with famous designs. In 
1993, Massimo Osti124 in partnership with Allegri made the label Left Hand. It was 
created in a single line product, in only one colour and with a special fabric: Thermo 
joint125, “fully water and mist-proof material.” 
In the same period, also Martin Margela started a stylistic collaboration and 
brought to the brand some innovation. During this partnership special materials were 
tested, and Allegri could launch new-patented fabrics on the market. Some examples are 
the "microfibra impermeabilizzata" and the "fibra cava126", with which Allegri won the 
reward of Meryl Nexten, in the second world industry of raw materials.  
                                                
123 Dismi stayed for “Diffusione Sviluppo Moda Italiana” (Diffusion Development Italian Style). 
124 Massimo Osti had worked for Sportwear Company, the mother enterprise of Stone Island, Boneville 
and C.P. Company. Left Hand was his first own brand.  
125 See: http://www.osti-archive.com/blog/2011/07/01/left-hand-by-massimo-osti. 
126 Translation: “waterproofed microfiber and cave empty”. 
The brand allegri 
______________________________________________________________________ 
 
 
49 
 In 1998, next to the classic array of Allegri, a new line was launched: the Allegri 
Weather Point, a sportswear collection that targeted the younger and sportive 
consumers. In the same year, a new store was opened in Milan, with the aim to 
communicate the company philosophy: it was a “rain store”. It had a thermometer for 
the weather forecast on the pavement in front of the store, and the collection displayed 
inside was the Weather Point; the new point of sale was renamed “Weather Point 
Store”. 
At the end of the nineties, the family came in contact with a British designer who 
worked as Senior Menswear Design at Gucci, Neil Barrett. The stylist signed a license 
with Allegri to create his first collection that was launched in 1999. 
Then, in 2001 also Pirelli started a partnership with Allegri to create the male and 
female line PZERO. The models were characterised by a long P with a point at the end 
and the slogan “Power is nothing without control.”   
In 2003, the company was moved to the new building in Vinci127 that is still the 
headquarters of Allegri, and a year later the Milan seat in Via Stendhal was inaugurated.  
In 2005, the company signed a three-year contract with Viktor & Rolf who 
introduced to the Allegri products some details to distinguish the brand and its image. 
They created a raincoat (Fig. n. 3) decorated with little umbrellas and these umbrellas 
were used also in the further collections as symbols of the Allegri products.   
During the following years, the Allegri collections were reorganised in three 
different lines in order to distinguish their spirits. One of these, the “Allegri Black 
label”, was created for the moderate luxury clothes, to wear during special occasions. 
The second more formal line, “Allegri Milano”, was introduced to satisfy the every-day 
needs, such as travel or work. The last one, “Allegri A-tech”, had a sportive character, 
ideal for free time and leisure. 
In 2009, a special collection by Francesco Scognamiglio was launched. It was 
labelled with “010109”, as the day when the collaboration with Allegri started. This 
third line could be considered almost as a capsule collection; it contained only 15 items, 
all outerwear.  
 
 
 
                                                
127 Via Limitese 16 
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Fig. n. 3: Allegri raincoat by Viktor & Rolf 
 
 
Source: Allegri’s archive 
 
2.2 The recent years 
The new millennium has been the time of transformation for Allegri. First of all, 
the property structure changed. It happened on February 14th 2008 when the family left 
the total control and sold part of it to the investment company Orlando Italy 
Management128. The family transferred 40% of the shares to private equity and kept 
60% for itself. Gian Maria Argentini was selected as chief executive officer. During his 
time at Allegri, he was oriented to turn the brand into a sportswear company and to 
increase its market share in the U.S. In an interview, Gian Maria Argentini declared: 
“The U.S. has become our strongest market after our home market, Italy, and it is 
predicted to take the lead over the next two seasons129”. Allegri succeeded to enter into 
some department stores of North America with the women’s collection and created a 
                                                
128  It is an independent private equity firm with its head office in Luxembourg. See: 
http://www.orlandoitaly.com/glance.php. 
129 The SigSurvey  No.13: “Allegri Ceo Gian Maria Argentini”, posted on 11/06/2012. See: http://sigs-
signature.com/2012/06/11/the-sig-survey-no-13-allegri-ceo-gian-maria-argentini/ 
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collection of accessories through an agreement with the High School of Fashion in New 
York.    
 The control of Orlando and the family on Allegri lasted until 2011 when the 
company was acquired by the Korean company LG Fashion. In November 2011, Dismi 
92, the company that owned the brand Allegri and the licenses130, passed under the 
control of Polaris, a firm seated in Milan and held by LG Fashion Corporation. The 
news of the acquisition had been whispered days before131, but it was made official on 
the 4th November 2011. In the regional section of the newspaper Repubblica, an article 
said: “NOW it is official; the raincoat par excellence becomes Korean”132.  
LG Fashion Corporation is an apparel and accessorises manufacturer and retailer 
based in South Korea. It is managing a diversified brand portfolio, like traditional men’s 
suits, sophisticated women’s wear but also casual and sportswear clothing. Since its 
establishment in 1974, LG Fashion Corp has increased its portfolio either by acquiring 
new brands or by signing licenses. In 2006, the company spun off from LG 
International Corp and today “seeks to become a global company who creates lifestyle 
brands”133. The company is Korea’s fashion industry leader, which launched as first a 
luxurious, premium brand of ready-made suits, Bando Fashion. Its strategy for the 
future is to go on by investing in design and quality and to grow on the overseas 
markets.  
Since the acquisition by LG Fashion, the strategy of Allegri has changed. The 
three lines of the collection (Black Label, Milano and A-Tech) have been united into 
only one, with the label Allegri.  
Something has changed also for the brand image. The brand manager, Matteo 
Zara, has based the advertising campaign for the latest collection (A/W 2013/2014) on 
heritage. What he would like to do is to relaunch the Allegri image, relying on the solid 
history of the brand that gives security, uniqueness and exclusivity to the consumers. 
According to Zara, the heritage marketing is the aspect on what the company has to 
count, going on investing in innovation. Many clothing companies have already used 
heritage; they have recalled their past to create the brand image or, if they did not have a 
solid past, they invented a history about their brand. According to the brand manager, 
                                                
130 See: Par 2.1. 
131  For more details see: http://www.lanazione.it/empoli/cronaca/2011/08/05/557586-
marchio_allegri_potrebbe_parlare_coreano.shtml. 
132 “I coreani si comprano Allegri”, article on Repubblica, Firenze, 04/11/2011. 
133 CEO’s message, Bon Keul Kon, on the corporate web site: www.lgfashion.co.kr. 
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the future strategy for Allegri has to take into consideration the four elements of its 
heritage and to introduce innovation in the production. The elements of heritage 
mentioned by Zara are place, people, legend and product and Allegri has all these four. 
The place is the famous city Vinci, the people are the designers who collaborated with 
the brand, the legend is its history and the product is the raincoat.  
This project has been in part realised for the 83rd edition of Pitti Uomo, in January 
2013. The proximity of Allegri to Vinci, where the genius Leonardo was born, has been 
the theme for the presentation of the Fall-Winter collection. The geometrical shapes of 
the Vitruvian man, like the squares and the loops, have inspired the accessories of the 
collection. Moreover, an advertising short movie, filmed in Vinci, has been presented in 
the booth at Pitti. It has been titled “Rain On” and it has been centred on the philosophy 
of the brand: “the Art of the Rain”134.  
Other changes in the strategy concern the distribution channel. The two brand 
stores in Florence and Milan have been closed while the outlet next to the factory is still 
open. The future distribution strategy will be oriented especially to the outlets. On the 
last 25th April an Allegri outlet was inaugurated in the McArthurGlen design outlet in 
Serravalle Scrivia and another two, one in Paris and one in Austria, are planned to be 
opened before the ending of this year.  
Anyway, the agents remain the principal ways to the market; 19 agents within 
Europe and U.S. sell the Allegri products to the clients, while in Japan there is still the 
agreement with the company Sanyo135. 
The affinity of the new owner with the East market is helping Allegri to become 
more appreciated by the Asiatic consumers. It has been decided to open two stores for 
the main collection in China136 and then to invest in Korea. For the middle-long term, it 
is estimated it will open about 300 direct retail outlets around the world. 
Considering the actual situation, Allegri is on the European and American 
markets only through the 19 agents, 9 in Italy and 10 abroad, and the two outlets, one 
next to the factory and the other one, more recent, in Serravalle Scrivia.  
                                                
134 The director is Vittorio Bongiorno, and the actors Ana Caterina Morariu and Stephen Ridley. For more 
information see: http://iltirreno.gelocal.it/empoli/cronaca/2013/01/09/news/allegri-scommette-su-
leonardo-e-rilancia-la-produzione-a-vinci-1.6325733 and http://www.allegri.it/rainon.php.  
135 See Par. 2.1 
136  “Allegri riparte con il retail” on Pambianconews, 09th  January 2013. See: 
www.pambianconews.com/al-via-il-rilancio-di-allegri-con-il-retail.  
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For the last collection, Fall-Winter 2012, Allegri sold around the world, without 
considering Italy and the outlet channel, 10.400 items, 8.848 of the men’s collection and 
1.552 of the woman’s collection. On the Italian market, for the same collection, Allegri 
sold 6.734 items for men and 1.610 for women, for a total value of 1.811.335 Euro. In 
the following graph the sold quantities are presented in percentages.  
 
Graph n. 2: Sold quantities in percentage in the country and abroad 
 
  
 
The total value sold abroad for the same collection has been 2.436.792 Euro 
divided within the countries represented in the Graph n. 3. In Italy, the value of 
1.811.335 Euro has been divided within the regions in Graph n. 4. 
The leading region is Lombardy, where Allegri is present with a proprietary 
showroom, while for the foreign markets, the U.S. is the country where Allegri sells 
mostly. 
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Graph n. 3: Total sales abroad for the Fall/Winter 2012 collection 
 
 
Graph n. 4: Total sales in Italy for the Fall/Winter 2012 collection 
 
 
A
lb
an
ia
	  4
.7
70
	  
A
us
tr
al
ia
	  6
.6
31
	  
A
us
tr
ia
	  1
3.
08
7	  
Be
lg
iu
m
	  2
6.
33
5	  
Ca
na
da
	  1
98
.1
61
	  
Ch
in
a	  
48
.6
15
	  
D
en
m
ar
k	  
21
.9
30
	  
Fi
nl
an
d	  
51
.3
99
	  
Fr
an
ce
	  1
61
.5
23
	  
G
er
m
an
y	  
51
.7
34
	  
Ja
pa
n	  
60
.6
86
	  
U
K
	  3
6.
07
3	  
H
on
g	  
Ko
ng
	  2
0.
68
8	  
Ko
re
a	  
71
.5
26
	  
LG
F	  
KO
RE
A
	  2
65
.1
81
	  
N
or
w
ay
	  5
.3
64
	  
H
ol
la
nd
	  5
0.
85
7	  
Ru
ss
ia
	  2
9.
22
4	  
Sp
ai
n	  
45
.6
80
	  
U
SA
	  9
99
.6
61
	  
Sw
ed
en
	  1
72
.0
23
	  
Sw
itz
er
la
nd
	  6
5.
38
2	  
Tu
rk
ey
	  3
0.
26
2	  
€	  0	  
€	  100.000	  
€	  200.000	  
€	  300.000	  
€	  400.000	  
€	  500.000	  
€	  600.000	  
€	  700.000	  
€	  800.000	  
€	  900.000	  
€	  1.000.000	  
Sa
le
s	  
Countries	  
A
br
uz
zo
,	  1
0.
44
4	  
Ba
si
lic
at
a,
	  1
7.
19
9	  
Ca
la
br
ia
,	  3
7.
17
0	  
Ca
m
pa
ni
a,
	  2
03
.5
31
	  
Em
ili
a/
Ro
m
ag
na
,	  1
75
.5
93
	  
Fr
iu
li	  
Ve
ne
zi
a	  
G
iu
lia
.,	  
51
.8
18
	  
La
zi
o,
	  1
00
.2
69
	  
Li
gu
ria
,	  4
3.
74
3	  
Lo
m
ba
rd
y,
	  3
62
.2
05
	  
M
ar
ch
e,
	  4
.9
10
	  
Pi
ed
m
on
t,
	  8
8.
86
2	  
Pu
gl
ia
,	  1
98
.2
67
	  
Sa
rd
in
ia
,	  4
0.
49
9	  
Si
ci
ly
,	  1
93
.0
35
	  
Tu
sc
an
y,
	  7
4.
56
6	  
Tr
en
tin
o	  
A
lto
	  A
di
ge
,	  2
4.
08
0	  
U
m
br
ia
,	  2
.8
50
	  
Ve
ne
to
,	  1
82
.2
94
	  
€	  0	  
€	  100.000	  
€	  200.000	  
€	  300.000	  
€	  400.000	  
€	  500.000	  
€	  600.000	  
€	  700.000	  
€	  800.000	  
€	  900.000	  
€	  1.000.000	  
Sa
le
s	  
Regions	  
The brand allegri 
______________________________________________________________________ 
 
 
55 
Considering the sales in the outlet next to the factory, we notice that the sold 
quantity is almost the same both for man and woman. While through the agents’ 
channel the male collection is the one sold most, in the outlet man and woman buy 
almost the same. The data refers to the time period October 2012-March 2013 and are 
expressed in percentage, both for the quantity and for the value.  
The total values for the outlet is 325,453.75 Euro, divided between the men’s 
collection, 173,480 Euro and the women’s one, 151,973.75 Euro (Graph n. 5 ). While 
the sold quantity in the outlet, for the same period, is 2,963, where 1,935 items have 
been sold to women, while 1,607 belonged to the men’s collection (Graph n. 6).  
 
Graph n. 5: Sales in value in the outlet, October 2012-March 2013  
 
 
 
Graph n. 6: Sold quantities in the outlet, October 2012-March 2013 
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2.2.1 The aim of the survey 
Starting from the information about the sales, showed in the previous pages, I 
conducted marketing research explained in the chapters 3 and 4. The research had the 
aim to identify the profile of the brand consumers and to recognize the main 
competitors in the market.  
All the considerations about the consumers and the competitors are related to the 
Italian market, since the survey has been conducted in this country. However, there is a 
connection with the foreign market; also the agents have been questioned and some of 
them are from Italy, while others are from different countries.  
After the acquisition of Allegri from LG Fashion Corp. the company has still to 
decide a strategy. What the CEO wanted from this survey was to get help on deciding 
that strategy. In particular, he expressed four questions that were used to conduct the 
research: 
1. Where are we on the market? 
2. Who are our real competitors? 
3. Who are our consumers? 
4. What could our future strategic position be in the market? 
 
The answers to these questions came from the survey, interviewing the real and 
the potential consumers of Allegri besides getting the opinions of the agents. Through 
three kinds of questionnaire, distributed in different ways, I reached three targets: the 
brand consumers who are close to Allegri, the consumers who know the brand but do 
not buy it and the consumers who do not know the brand, but buy where Allegri is sold. 
The information that came from the survey on the consumers was useful to create their 
profile and to understand how they perceive the brand. 
The agents answered an online questionnaire about their satisfaction with the sales 
of the brand. They were also asked to give some suggestions for the company, if they 
had some.  
At the end of the research and after analysing the data, some proposals for the 
company came out. They will be presented in the last section, “conclusions and 
suggestions”, while all the phases and the results of the survey will be explained in the 
next two chapters.  
 CHAPTER 3RD: THE METHEDOLOGY OF THE RESEARCH 
 
3.1 Phases of the research 
The survey for the brand Allegri was conducted over 3 months, from February to 
May 2013 and has been subdivided into 5 phases: 
1. Analysis of secondary data 
2. Drafting of the questionnaires 
3. Final questionnaire preparation 
4. Data gathering 
5. Analysis of the data 
 
During the first step, the connected framework of Allegri was studied. We define 
“connected framework” as the places where the company works, how it developed and 
its relationship with the Italian fashion market. This stage has been useful to understand 
the dynamics related to the establishment of the company and to create a context for the 
survey. 
The information from the analysis of the secondary data was used to write the first 
and the second chapter.  
In this first phase, some information about the company was researched. The main 
sources have been the company web site, online articles and also conversations with 
some workers of Allegri.  
The second step of the survey was to create the questionnaires. Since the aim of 
the research was to understand whom the consumers and the main competitors were, 
two different questionnaires were created to analyse the two types of Allegri purchasers. 
The points of contact of the company with its consumers are the multi-brand stores and 
the outlets; therefore, I made two different questionnaires to distribute in these different 
places. The questions in the survey for the outlet and for the multi-brand store were 
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similar for some parts, but they had also differences because of the different approaches 
of the two types of consumers of the brand.     
The first questionnaire, for the outlet visitors, was developed considering that 
those who came into the store knew the brand Allegri already; it was nonsense to ask 
“Do you know Allegri?” Therefore, the first question was made to investigate why the 
visitors were in the outlet. In case of purchase during the interview days, they were 
asked whether it was their first time shopping at Allegri. If the answer was negative, 
they had to explain why they bought again at Allegri.  
For the second questionnaire, dedicated to the multi-brand stores, the first 
question was oriented to select who knew the brand Allegri and who did not. Those who 
knew the brand had to say whether they had ever bought it before or not. According to 
their reply, they had to indicate the reason why they had never bought an Allegri 
product, or in the other case, which Allegri product they had purchased in the past.    
The second part of the questionnaire had the same questions for the two kinds of 
consumers. It concerned the purchase preferences and the opinion about some 
outerwear companies. In this part I inserted also questions to understand the approach of 
these consumers through e-commerce and the social network.  
In the final section of the questionnaires, the respondents had to indicate their 
personal information: age, gender, work position and educational qualifications. 
Both the questionnaires are entirely explained in the following chapter, where the 
answers are analysed. 
The third questionnaire was addressed to the agents. It was created to analyse the 
opinion of those who bring the Allegri products on the market. The number of the 
questions for the agents was less than in the questionnaire for the consumers, and the 
questions were oriented to get a judgment for Allegri and its products from its agents 
and also from the clients. The clients are those who, visiting the showroom in Italy and 
abroad, decide to purchase Allegri as a brand in their multi-brand stores.  
At the end of the agents’ survey, there were two open questions concerning the 
possible suggestions of the agents for the products of Allegri and for the company.  
After the first draft of the three questionnaires, I created the online format for all 
these, so that it could be easier to gather all the responses. The three questionnaires have 
been tested before being launched to see if all the answers were useful for the survey 
and to verify that they were easy for everyone to understand. The test went on for one 
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week and it consisted in spreading the three questionnaires through some friends and 
the workers of Allegri. After this trial, some questions were eliminated and others were 
changed because they were too difficult to understand.  
When the test period was concluded, I started to investigate the consumers. For 
both types the interview was conducted using the methodology “CAPI”: Computer 
Assisted Paper interview, but in place of a pc I used a tablet.  
This technique gives the survey less “distribution risks” than a paper one since all 
the questions come one by one on the monitor. Moreover, the CAPI interview allows 
faster data entry, because all the answers are compiled immediately on the database. 
While I was conducting first the research in the outlet and then the one in a multi-
brand store, I sent the online questionnaire to the agents. They had one month to answer 
the survey that was accessible clicking on the link they got via e-mail. After two weeks 
from the transmission of the link, the agents were solicited by e-mail to answer in case 
they had not yet done it. From the database I could see that some responses were 
missing, but it was not possible to see from whom; therefore the reminder e-mail was 
sent to everyone.  
When this phase of data collection was concluded, I started to analyse all the 
answers of the three questionnaires. The graphs I used to represent the responses are 
histograms, pies, bar charts, line charts and dot plots.  
 
3.2 Sampling design 
The survey has been conducted on three different samples and their selection has 
been different for each one. 
The research for the consumers had as target population all the possible users of 
Allegri products, therefore not only those who usually buy or has bought at least once 
an Allegri product, but all the people who could be targeted by the brand. This 
population is theoretically infinite, for this reason a sample for the outlet visitors and 
one for the multi-brand store was selected in order to get information from the 
respondents. 
In statistical language, we define a population as a large set of objects of similar 
nature. It can be infinite or finite. A sample is part of that population, and it can be 
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probabilistic or not. In case it is probabilistic, its selection is made using a random 
method (sampling pattern) and we know the probability that each element in the 
population will be included in the sample137.  
In my research I used non-probabilistic samples for the consumers and a census 
for the agents’ survey. 
Because the two samples related to consumers are not probabilistic we cannot do 
traditional inferences and draw inferences to the target population.  
Statistical inference is the science of using a sample of measurements to make 
generalizations about the important aspects of a population of measurements. For this 
research, the consumer samples have been selected using a non-random method; 
therefore, all that we can state are conclusions related only to the sample without 
generalizing for the target population. Indeed, there are methods to draw inferences 
from not probability samples. One of these is an adaptation of Neyman’s rule, to take nh 
proportional to Nhσh, if σ1…,σh are assumed values for the standard deviation of y (the 
variable) in the different quotas. Another possible use of quota sampling to draw 
inference is combining probabilistic and non-probabilistic techniques: the primary units 
are first selected with a probability sampling scheme, and elements are then selected by 
a quota method, the interviewer has to meet the specified quotas138. Anyway, these 
methods are out of the economy of this work.  
 
3.2.1 The sampling design for the outlet visitors 
The sample related to the consumers in the outlet was created using the quota 
sampling design. This method belongs to the judgmental sampling and it consists of the 
researcher’s choice of the elements of the population. The researcher tries to build a 
good image of the population on the basis of known characteristics. As we said, the 
results cannot be considered as general for the entire population since traditional 
statistical inference is not possible.  
In this sampling design, the population is divided into groups in terms of some 
characteristics and the number of interviewed people is decided prior to the start of the 
                                                
137 See the lecture notes of Andrea Giommi on http://local.disia.unifi.it/giommi/disp-indagini-campionarie/ and 
Bowerman, O’Connel and Murphree, Business Statistics in Practice, Mc-Graw Hill, New York, 2011 ch. 7th . 
138 See: Särndal C., Swensson B., Wretman J., (1992), Model Assisted Survey Sampling, pp: 529-531. 
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research. The aim of this kind of sample is to represent the population using the 
accessible part of this.  
In the specific case of this survey, the sample of interviewees in the outlet has 
been built considering the sales trend of the latest months. The sales distribution during 
the week is shown in the figures on the next three pages. As we can notice, the days 
with a pick are, for the most part, weekend days and Wednesday. The great affluence of 
people in the outlet during the weekend is understandable, while Wednesday represents 
an exception. The reason why Wednesday is one day with high flow in the outlet may 
be due to the fact that the outlet is closed on Monday and open only for half day on 
Tuesday, therefore Wednesday is the first day of full opening.  
Important information from the commercial office has been about the sold 
products: those for men and those for women. Considering the proportion of the sold 
quantity in the outlet for the same period, we have seen that men and woman buy 
almost with the same frequency. The percentage of men who visited the outlet in the 
considered period is 54%, compared to the 46% of women (Graph n. 13).  
Using the information about the days and the percentage of men and women I 
created the quotas of the sample, where the quotas have been the days and the gender. 
The interviews have been conducted on Wednesday and on the weekend, from the 3rd to 
the 28th of April. The time length of the research was not decided before starting the 
interview: the survey went on until a reasonable number of interviews was collected. 
The total number of questioned people in the outlet was 100, specifically, 46 women 
and 54 men, in order to keep the mentioned proportion. 
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Graph n. 7: Sold quantity in the outlet in October 2012  
 
 
Graph n. 8: Sold quantity in the outlet in November 2012 
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Graph n. 9: Sold quantity in the outlet in December 2012 
 
 
Graph n. 10: Sold quantity in the outlet in January 2013 
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Graph n. 11: Sold quantity in the outlet in February 2013 
  
 
Graph n. 12: Sold quantity in the outlet in March 2013 (until the 15th) 
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 Graph n. 13: Sold quantity in the outlet per gender, October 2012-March 2013 
 
3.2.2 The sample for the multi-brand store 
The survey had also the purpose to identify the possible consumers who buy in 
the store where Allegri is sold. For this reason, I created a questionnaire for those who 
visited a multi-brand store in Pisa that holds Allegri.  
Since it was not possible to have the historical series for the sales, I did not have 
information about the days with more affluence. Moreover, this store keeps only clothes 
for men, and building a quota sample, as for the previous survey, was not reasonable. 
The investigation this time has been conducted collecting data in a continuous and 
exhaustive way. All the conclusions coming from the research cannot be applied to the 
population of possible consumers of Allegri, but we can just make suppositions about 
the behaviour of the interviewed people. 
The research in the multi-brand store was carried out for three weeks, from the 
29th of April through the 19th of May. During this period the interviewed people have 
been 61: 16 women and 45 men. Even if the store was only for men, some women also 
came in just to have a look or to buy for someone else.  
 
3.2.3 The agents  
For this kind of survey, the used method has been different: the questionnaire was 
sent to all the target population, i.e., all the agents of Allegri.  
The data collection in this case has been a census: an examination of all the 
elements in a population. This has been possible because the population is finite and it 
was possible to study it in an exhaustive way.  
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The total number of the agents for Allegri is 19: 10 are Italian and 9 of other 
countries. The Italian agents are distributed in the country in this way: 
 
Tab. n. 6: Distribution of the agents in Italy 
REGIONS  SEAT OF THE SHOWROOM 
Piedmont, Liguria, Valle d’Aosta Turin 
Lombardy, Livigno, Sardinia Milan 
Veneto, Friuli, Trentino Treviso 
Emilia Romagna, San Marino Bologna 
Lazio, Vatican Rome 
Toscana Florence 
Puglia, Calabria, Basilicata Bari 
Campania Naples 
Sicilia Catania 
Marche, Umbria, Abruzzo, Molise Ancona 
  
The foreign agents are located both in Europe and in the North America. These 
are their seats: 
 
Tab. n. 7: Distribution of the agents abroad 
COUNTRIES  SEAT OF THE SHOWROOM 
Germany, Austria Munich 
Netherlands Amsterdam 
Belgium Antwerp 
Spain, Andorra, Portugal Barcelona 
Switzerland Zurich 
France Paris 
US, Canada New York 
Russia Moscow 
Scandinavia Stockholm 
 
 CHAPTER 4TH: DATA ANALYSIS 
 
As was already stated, three different questionnaires were used in order to conduct 
the survey. In this section each of these are going to be explained, considering all the 
individual questions. 
 
4.1 The outlet customers 
There were 23 questions for the visitors of the outlet. All of the questions were 
closed, some were multiple choice and others allowed only one answer. In addition, 
some questions were subjected to filters, so that through the different answers of the 
consumers it could be possible to identify the profile of the Allegri target.  
The questionnaire for the outlet was divided into three sections: one for the 
customers, one for those who have never shopped at Allegri, and one for both of them. 
This last one is about the experience in the outlet, the personal information of the 
respondents and the use of Internet. 
The first question was: “Why did you visit the Allegri outlet?” It was a multiple-
choice question; that is why the sum of all the answers is more than 100. 
 
Tab. n. 8: Why did you visit the Allegri outlet 
 
Why did you visit the outlet? TOTAL 
Curiosity 4 
Brand loyalty 24 
Word of mouth 12 
For the brand prestige 23 
For the brand quality 48 
For a defect in a jacket 1 
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Graph n. 14: Why did you visit the outlet? 
 
43% of customers answered that they came in the outlet for the prestige of the 
brand name.  
The second main reason for visiting the outlet was the quality of the products and 
the third one the brand loyalty. Indeed, 21% of respondents declared in a following 
question that they have known Allegri for long time.  
The brand quality was the reason to visit the store for 20% of respondents, while 
11% said that friends had suggested they go to the outlet.  
There were two different answers to that question, but they represented only 5% 
of the sample: 4% declared they were curious to see the products and only one person 
came in to complain for a defect in a jacket he bought earlier.  
The further three questions were about the purchases at Allegri. The consumers 
were asked if they had bought something that day. In case of a positive answer, they had 
to indicate if it was their first purchase there; in case of a negative answer, they were 
questioned if they had ever bought something at Allegri.   
From the analysis of these questions, we can say that the majority of customers 
are loyal: even if they did not buy that day, they had bought a product of Allegri in the 
past. Of all the people I interviewed, 29 bought something while 71 did not buy 
anything on the interview day. 79% of the consumers who bought during the interview 
period had already purchased an Allegri product, while only 21% had not.  
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Graph n. 15: Did you buy something today? 
  
 
Graph n. 16: Is it the first time you buy an Allegri product? 
 
 
Graph n. 17: Have you ever bought an Allegri product? 
                   
 
There were three more questions for the customers who bought at Allegri during 
the time of the interview and had stated they had already bought there. They had to 
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evaluate their agreement with three statements, using a scale from 1 to 7, where 1 
represented high disagreement and 7 high agreement. 
This method, called Likert scale, lets the respondent give his opinion choosing 
from different grades and allows the interviewer to record easily the answers. In 
addition, this kind of question gives more information, since many sentences are 
evaluated139.  
 The statements I used in this question to analyse the opinion of the interviewed 
people were: 
I am buying an Allegri product again because: 
1. I have been satisfied by the last purchase 
2. Allegri makes high quality clothes 
3. I found a bargain 
 
Graph n. 18: I am buying an Allegri product again because: 
 
 
 
For the first sentence (I have been satisfied by the last purchase), the responses 
were pretty high: the interviewees mentioned only the last three highest numbers (5,6,7) 
                                                
139 See: Giordano M., Osservazioni sulla scala Likert 
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to indicate their agreement. It means that the respondents are satisfied by the Allegri 
products and they buy again at Allegri because of this good relationship with the brand. 
Also for the second statement (Allegri makes high quality clothes), the responses 
were positive. The majority evaluated Allegri as a high quality brand: 15 respondents 
“completely agree” with the sentence, and the lowest vote that was given to this 
statement was 4 only once. 
The last assertion (I found a bargain) got both high and low grades: while 16 
people agreed with the sentence for more than “5”, 7 respondents did not completely 
agree with it and chose levels lower than 5. Someone told me that prices in the Allegri 
outlet are convenient, but someone else said that even if it is an outlet, prices are too 
high. These different opinions could be the reason why the agreements with the third 
sentence are discordant. 
As we said, 29 people bought something during the interview days, while 71 did 
not.  If we consider the gender of those who completed a purchase, 59% were men and 
41% were women. It seems that men are more willing to buy Allegri products.  
 
Graph n. 19: Purchase and Gender 
 
 
 
This result comes out also from the sales data (Graph n. 5, 6 and n.13): the men’s 
collection is the most sold, both in the outlet (54%) and through the showroom channel 
(85%).  
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Still considering the section related to who had bought an Allegri product at least 
once, there was a question about what they had purchased that day or on the previous 
occasions. It was possible to give more than one answer and all the Allegri products 
(raincoats, down-jacket, coat…) were listed as options. The sum of people who bought 
the day of the interview and the others who had bought in the past is 77, and the number 
of answers is 128, because of the multiple choice questions. 
The data in the Graph n. 23 represents the results of this question. The options are 
indicated with percentage in order to understand the weight of each garment on the total 
and also to compare the results with the sale trends in the outlet. 
 
Graph n. 20: Which Allegri product did you buy? 
 
 
The most purchased product is the raincoat followed by the jacket and the down-
jacket: 35 people chose “raincoat”, 27 selected “jacket” and 18 “down-jacket”.  The 
results from the interview are similar to the outlet sales data for the period October 
2012- March 15th 2013. According to the sales data of the business office (graph n. 24), 
the raincoat is the most sold product (306 items for the considered period), followed by 
the down-jacket (276) and the jacket (140). The raincoat is the item that the questioned 
customers recalled most as a purchase at Allegri. This product is considered as an icon 
Umbrella	  1%	  
Trousers	  8%	  
Sweater	  7%	  
Shirt	  10%	  
Scarf	  1%	  
Raincoat	  27%	  
Jacket	  21%	  
Hat	  2%	  
Gilet	  2%	  
Field	  jacket	  1%	  
Down-­‐jacket	  14%	  
Coat	  6%	  
Cloak	  1%	  
0%	   5%	   10%	   15%	   20%	   25%	   30%	  
Data analysis 
______________________________________________________________________ 
 
 
73 
for Allegri. Many of the interviewees, after this question, began to explain to me that 
Allegri started its activity as a raincoat firm; therefore they consider the brand as the 
“raincoat brand”. 
However, also the jackets (down-jacket and simple jacket) have a high number of 
purchases by the respondents. About these two Allegri most sold items (raincoats and 
jackets), there is another question that will be analysed later. 
 
Graph n. 21: Products sold in the outlet 
 
 
The further section of the questionnaire was for those who had never bought an 
Allegri product. It was included to understand the reason of not buying Allegri, using 
the same method of statement and grades. The respondents had to indicate their 
agreement, from 1 to 7, with four statements: 
I have never bought an Allegri product because: 
1. It is too expensive 
2. It is not a quality product 
3. I have never found my size 
4. I have never found a product I liked 
The outcomes are explained in the Graph n. 22. 
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Graph n. 22: I have never bought an Allegri product because: 
 
 
 
In the graph, there is the analysis of the four assertions together: “It is too 
expensive” is in yellow, “It is not a quality product” is in blue, “I have never found my 
size” is the pink one and “I have never found a product I liked” is green.  
As we can see, the majority completely disagrees with the assertion about quality: 
also those respondents who have never had something of Allegri consider the products 
as high quality. 
The price got answers both as too expensive and as not too expensive. A high 
price can be a reason for not buying at Allegri, but if we consider who agreed with this 
statement, 4 of them are in the range of age “18-29” and that is not the main Allegri 
target. In conclusion, there is not a real reason for the respondents for not shopping at 
Allegri. However, of these visitors who have never bought at Allegri, 7 were in the 
outlet because some friends suggested them to go there, 3 were there for curiosity, and 
the other stated to be there both for the brand quality and the brand prestige. Even if 
they had never purchased an Allegri product, they gave the quality and the prestige as 
the reason to visit the store. It means that they knew the brand anyway.  
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The other two assertions received as most the grade 1: the product and the size are 
not the main reason for not buying an Allegri product.  
After these two different sections for the two kinds of visitors of the outlet (the 
buyers and non buyers), the survey had the same questions for everyone.  
The respondents had to evaluate the assortment in the outlet, the colours and the 
design of the models. Also for this question the grades went from 1 to 7 (Likert scale). 
 
Graph n. 23: How do you evaluate: 
 
 
For the assortment, the answers were rather positive: only 7 customers of 100 
chose a grade under 4, therefore the majority of the respondents (93) was satisfied for 
the assortment. However, the most frequently chosen grade was 6 because, as some of 
the interviewees said, “there is always a way to do better”. They did not want to use the 
highest value in order to give an incentive for improvement. 
The answers have been good also for the colours and the model design: only three 
people chose a grade under 4, both for the models and for the colours, while 28 decided 
to give 7 to the colours of the clothes and 32 gave the same good grade to the design.  
We can say that the interviewed visitors of the outlet evaluated very positively the 
assortment, the colours and the design. The customers who gave the lower grades for 
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these three categories complained about the lack of sizes, the mono colours and the too 
classic design.  
The following questions were about two more sold Allegri products: the jackets 
and the raincoat. The customers were asked which brand they would choose to buy 
these two outerwear. The options beyond Allegri were some brands that are sold in the 
same stores where Allegri is. The respondents could choose more than one option and 
also answer with “I do not have any favourite brand” or suggest their own favourite 
brand.  
For buying a jacket, Allegri was chosen by 30 people as the favourite one. 
Peuterey, Moncler, Fay and Woolrich are the other brands, which the outlet visitors 
would choose to purchase an outerwear. The remaining names got few preferences, less 
than 4. Some brands that the customers told me in addition to those on the list were 
Geox, Colmar, North Faces, Hugo Boss and Armani. However, they were mentioned 
only once (except Geox, twice). 
16 respondents declared to not have a favourite brand: “I usually buy because I 
like something, not for the brand”. 
 
Graph n. 24: Favorite brands for jackets 
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Concerning the choice of a brand for the raincoat, the majority of the customers 
(55) stated to choose Allegri, also because the company started its business with the 
raincoat. The second brand is Burberry, chosen by 20 people. The other brands were 
selected only by a few people: 5 for Fay, 4 for Max Mara, 3 for Zegna, 2 for 
Aquascutum and the other got only one choice. 23 of the respondents do not have a 
favourite brand, just as for the jackets, or do not use a raincoat. 
 
Graph n. 25: Favorite brands for raincoat 
 
 
To analyse deeply the possible competitors for Allegri, the interviewees were 
asked to indicate their perception about price and quality for some different brands. The 
considered brands for the evaluation have been Allegri, Cp Company, Fay, Herno, 
Moncler, Woolrich, Burberry, Sealup, Stone Island and Peuterey. They were chosen 
because of their products, similar to those of Allegri (outerwear) and because they are 
sold in the same stores.  
The evaluations for price and quality were made using a scale from 1 to 7. The 
two used dimensions are “price” and “quality”, because they are the easiest to evaluate 
by everyone who knows a brand. It would be more difficult to indicate other 
characteristics, such as prestige, or the exclusiveness. 
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The analysis of the answers has been made crossing the price and the quality 
judgements of each brand. Not all the respondents knew each brand and selected “I do 
not know”. Therefore, during the creation of the empirical perception map, each brand 
has been weighed for the number of people who knew that brand. For example, 97 
interviewees gave their opinion about the Allegri and the final grade was calculated 
averaging for 97 people, while for Sealup, the average has been calculated considering 
only 8 people, the only ones who knew this brand and could give their opinion about it.  
The respondents did not give their opinion for some brands either because they 
had never heard of the brand or they had never bought some product of that brand.  
All the considered brands have got grades higher than 5, both for the price and the 
quality. The explanation for that could be that all of the brands are in the medium-high 
fashion segment and their prices are pretty high.  
The perception map (Graph 29) shows that the interviewed outlet visitors have a 
good opinion of Allegri, especially for the quality. In the scale from 1 to 7, Allegri got 
6.38 for the quality and 5.45 for the price. Even those who had never bought at Allegri 
had a positive opinion for the quality.  
Concerning the price, Allegri is considered in the middle position, lower than 
Stone Islands and higher than Cp Company. However, we have to consider that the 
respondents judged according to their experience in the outlet, where the prices are 
lower.  
Moncler got a higher position for the price and lower position for the quality in 
respect to Allegri. Some interviewees declared to consider Moncler as the most 
counterfeited brand; therefore they perceive a low quality for it. 
The outlet customers defined the Burberry products as beautiful, but too 
expensive. Many of the respondents would have chosen for Burberry a grade higher 
than 7, if it had been possible.  
Fay and Herno are both considered with a higher price than Allegri, but only 
Herno got better grades for the quality. It is interesting to notice that about only 28 
people of 100 gave their opinion for Herno, and 52 for Fay. Herno is not so famous for 
the Allegri outlet customers yet.  
This map is an empirical perception map; it has been built using the opinion of the 
interviewed customers and not the required statistical method. However, the map is 
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useful to understand how Allegri is perceived by the respondents of the outlet, 
compared to its competitors. 
 
Graph n. 26: Empirical perception map 
 
The last section of the questionnaire was dedicated to the individual 
characteristics of the respondents. They were asked if they use Internet and if they visit 
the fashion web sites. The further questions were about the use of social network, 
shopping online and then the personal characteristics. 
This section of the questionnaire was included because of the great importance 
that the e-commerce has gained. According to a recent research of the Osservatorio B2C 
of the School of Management (Politecnico of Milan), in Italy shopping online has 
increased +19% in 2012, for a value of 9.621 billion140. The biggest increase concerns 
the clothing sector: +33%.  
 
 
                                                
140 More information on: http://opendatablog.ilsole24ore.com/2012/10/e-commerce-acquisti-per-11-miliardi-di-euro-
nel-2012/#axzz2SF7p7Si5 
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Graph n. 27: Shopping online in Italy 
 
 
 
Source: http://opendatablog.ilsole24ore.com/wp-content/uploads/2012/10/300shoppingsulweb.jpg  
 
The number of Italian online shoppers increased from 9 million in 2011 to 12 
million in 2012, representing the 40% of Internet users of the country141. 
As the data reveal, Internet is becoming important for the purchases. In order to 
understand if Allegri could take advantage from this, the following questions about the 
online behaviour of the respondents were inserted in the survey. 
Considering the sample of the outlet, the users of Internet are 83 of 100, a huge 
percentage of the respondents. 32 are women and 51 are men, this difference could be 
justified by the diverse proportion of the gender within the respondents. 
                                                
141 See: http://iab.blogosfere.it/2012/10/e-commerce-italia-2012-cresce-con-un-tasso-del-19-nonostante-la-crisi.html 
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Graph n. 28: Use of Internet 
 
Analysing deeply who uses Internet of the outlet customers, it is interesting to 
cross the age with the gender. As we can see in the graph below, all the 9 respondents of 
the youngest age category use the web. In the segment of 30-44 years, everyone except 
one uses the Internet. In the higher age range, 33 of 41 are users of the net, and in the 
last category only half of the people surf online.     
 
Graph n. 29: Use of internet per Gender and Age  
 
 
 
Another question, for the web users, was about the visit on the fashion web site 
and shopping online. 
The fashion web sites could be Internet pages where they can buy clothes or just 
read about the latest fashion trend (vogue.it, marieclaire.it, fashion blogs…).  
41 Internet users declared to have never visited a fashion web site, while 28 do 
less than 5 times a month. 14 visit the fashion web sites more than 5 times per month, 
17%	  
83%	  
No	  
Yes	  
5	   4	  
14	  
20	  
12	  
21	  
1	  
6	  
0	  
5	  
10	  
15	  
20	  
25	  
Women	   Man	  
18-­‐29	  
30-­‐44	  
45-­‐64	  
65-­‐79	  
Chapter 4th  
______________________________________________________________________ 
 
 
82 
some of them explained that they have to do that because of their work in the fashion 
market. Just a few of them declared to be addicted to fashion and to love visiting those 
web pages. 
 
Graph n. 30: How often in a month do you visit a fashion web-site? 
 
 
Considering the gender, 23 of the 32 women who use Internet declare to visit 
fashion web sites, while for the men, only 19 of 51 Internet users do it.  
 
Graph n. 31: Visit of Fashion web site and Gender 
  
 
Even if the e-commerce is an increasing phenomenon, it seems that the 
respondents of the survey are not involved in it: only 17% of the Internet users have 
bought clothes or shoes online.  
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Graph. n. 32: Shopping online 
 
The main reason for not buying online is the fear of not getting the product, or to 
receive the wrong one. The respondents who buy online use above all the business web 
site and e-commerce portal (Luisa Via Roma, Buy Vip and My Theresa). 
The last question concerning the Internet section of the survey has been: Do you 
use the social media?  
The use of social networks is growing year by year in Italy and in the world. 
According to a survey of Nielsen142, in 2011 the Italian social network users were 86% 
of the country population, around 21 million people. The most used social network is 
Facebook, followed by Twitter, which is the fastest growing social platform. 
The increasing number of social network users is interesting also the companies 
that can create their social accounts to be in touch with the consumers.  
Social networks give many possibility to the business: companies can interact 
with the target, launch an online word-of-mouth and get more visibility143.   
 
 
 
 
 
 
 
                                                
142  See: http://www.ict4executive.it/executive/approfondimenti/l-italia-prima-al-mondo-nell-utilizzo-dei-social-
media-il-report-di-nielsen_4367215604.htm; http://www.nowmedia.it/2012/05/21/lo-stato-dell-arte-social-media-
social-network-statistiche-a-confronto-2012-classifica-social-network/#!prettyPhoto and 
http://blog.sitebysite.it/2012/05/02/social-network/social-network-in-italia-ecco-i-dati-2012/ 
143 http://www.lemon-factory.it/marketing/social-media-marketing/social-network/social-network-e-aziende.html 
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Fig. n. 4: The users of social network all over the world 
 
 
 
Source: http://www.nowmedia.it/2012/05/21/lo-stato-dell-arte-social-media-social-network-statistiche-a-
confronto-2012-classifica-social-network/#!prettyPhoto 
 
In order to see if Allegri could take advantage of this online community, the 
consumers were asked about their social accounts.  
53% of the Internet users, 44 of 83 respondents, answered to have a profile on a 
social network.  
 
Graph n. 33: Use of Social Network 
 
The most used social network by the respondents is Facebook, followed by 
Twitter. This result reflects the global trend explained previously.  
For the choice about the used social network, the respondents could give more 
than one option. These are the results: 
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Graph n. 34: Most used Social Network  
 
 
Analysing the age of the social network users, it emerges that the youngest are 
more willing to create an account on Facebook or Twitter: 9 respondents of 8. For the 
middle categories (30-44 and 45-64), the users of social networks are half of the 
respondents, while in the last age range only one person of the 7 interviewees declares 
to have a Facebook profile. 
 
Graph n. 35: Use of Social Network and Age 
 
As the last step of the research, it would be interesting to create a profile of the 
standard Allegri customer, considering the age, the gender, the professional position and 
their expense for clothing. 
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In the sample there are 9 people in the age range of 18-29, 35 are between 30-44, 
41 between 45-64, 15 are over 65 years old.  
 
Graph n. 36: Age of respondents 
 
The majority of outlet interviewees belong to the middle categories: 30-44 and 
45-64, a confirmation of the expected Allegri target. 
Basically, each month the respondents spend for clothes between 100 and 500€, 
some more than 500€. This value shows that financially they are in a good status.  
 
Graph n. 37: Expense for clothing per month 
 
 
The good financial status comes out also analysing their work position: the 
majority of the visitors are employees. The second work category that the Allegri outlet 
customers have chosen most is “manager”.  
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Graph n. 38: Work position 
 
 
The last question was about the educational qualification. 50% of the respondents 
are graduated and 32% have a University’s degree. 
If we would like to sketch the Allegri outlet consumer profile, we could say that 
he is an adult, older than 30 years, with a stable job and such a high salary to be able to 
spend every month for clothes around 300€. However, as we said in the previous 
chapter, the analysed sample is not representative of all the population and we cannot 
do inference of the interviewees’ answer to all the possible Allegri consumers.  
 
Graph n. 39: Educational qualification 
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4.2 The multi-brand store customers 
The questionnaire for the visitors of the multi-brand store was created imitating 
the one for the outlet customers, but including less questions, in total 19. Also in this 
case, the questionnaire had filters and was divided into four sections: one concerning 
the brand awareness, one the preferences for purchasing clothes, another one for the 
internet users and the last one was about the personal information.  
The survey was conducted in a multi-brand store, where, beyond Allegri, other 
clothing brands are sold. Therefore, the first question was oriented to understand who 
knew the brand and who did not.  
39 of the interviewees asserted to know the brand, while 22 had never heard the 
mark Allegri. The majority of respondents that do not know Allegri are in the age range 
of 18-29, while the customers that know Allegri are between 45-64 years old (Graph n. 
40).  
This question was a filter for the following: who answered to know the brand had 
to complete other questions about Allegri, while those who answered negatively passed 
to another section. 
Of the 39 visitors in the store that knew Allegri, 22 had bought something of 
Allegri and 17 had not.  
 
Graph n. 40: Brand awareness and age 
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Those who answered to have never purchased an Allegri product had to indicate 
their level of agreement with four sentences. The method used is the same as explained 
in the previous paragraph: the interviewees had to choose a grade from 1 (the lowest) to 
7 (the highest) in order to explain their agreement with the four sentences: 
I have never bought an Allegri product because: 
1. It is too expensive 
2. It is not a quality product 
3. I have never found my size 
4. I have never found a product I liked 
 
As we can see from the results, illustrated in the Graph n. 41, the main reason 
why the respondents had never bought an Allegri product is that they had never found a 
product they liked. Six people chose this one as the reason, while all the others 
commented on this question by saying that there is not a real reason for having not 
bought something of Allegri. They just had never thought to buy Allegri or have never 
had the chance to buy it. Nobody complained about the quality or the price, and the size 
does not seem to be a reason for not buying Allegri.  
 
Graph n. 41: I have never bought an Allegri produt because: 
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The 22 customers who declared to have bought something of Allegri indicated as 
the product either jacket or raincoat. This question had the same result as the one in the 
outlet: outerwear is the most sold product by Allegri. Also in this case, the question 
allowed more than one answer.  
 
Graph n. 42: Which Allegri product did you buy? 
 
 
The further questions were about the favourite brands for jacket and raincoat, the 
same ones that were made also to the outlet customers. The respondents could choose 
more than one option.  
For the jackets (Graph n.43), it is interesting to see that the two most mentioned 
brands are Fay and Woolrich. While for the outlet customers 30% declared to prefer 
Allegri for a jacket, in the store nobody chose Allegri as a favourite brand.  
The brands under the category “Other” have been mentioned only once; therefore 
they did not get enough choice to be inserted in the graph. For information, they were 
Cellini, Bellora, Canada Goose, Herno, Lacoste, Henry Cotton’s and 
Franklin&Marshall. 
Considering the raincoat, Allegri was mentioned three times, but the most wanted 
brand is Burberry. The other brands were chosen only one or three times, except Herno 
that was selected five times.  
In the category “Other”, there are some brands, mentioned only once. They are: 
Zegna, Stone Island, Sealup, Peuterey, Lacoste, Henry Cotton’s, Moncler and Eleventy. 
Both for the jacket and for the raincoat, many respondents declared to not have a 
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favourite brand and to buy only following the suggestion of the retailer or their 
preferences.  
 
Graph n. 43: Favorite brands for jackets 
 
 
Graph n. 44: Favorite brands for raincoats 
 
 
As in the outlet survey, also the store customers had to evaluate the price and the 
quality of some brands, in order to build an empirical perception map. The method is 
the same that has been explained previously. In the following figure, we can see how 
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the visitors of the store that answered the questionnaire perceived the price and quality 
of Allegri, relative to some competitors. 
This time Allegri has been valued with a quality a little bit lower (6,22 against 
6,38 in the outlet) and the price higher. However, the results are similar to the judgment 
of the outlet customers.  
Burberry and Moncler are still the most expensive brands, while Herno is 
considered a lower price, in respect to the evaluation of the outlet customers. This 
difference could be due to the different social position the two kind of consumers hold. 
Those who buy in the outlet save some money and may have a different price 
perception.  
Considering this map, the major competitor of Allegri is Peuterey, which has a 
lower quality and higher price. According to what the customers said, Allegri has a 
good price, related to the quality.  
Also for this map, we have to clarify that it has to be considered as an empirical 
one, created without a statistical method.  
 
Graph n. 45: Empirical perception map 
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The following section of the questionnaire was the one dedicated to the web. The 
customers were asked whether they used the Internet and social media and whether they 
visited fashion web sites and shopped online. 
Considering the percentage of respondents who used the Internet, it was higher 
than in the outlet: 89% against 83%, it means 54 of 61 interviewees.  
 
Graph n. 46: Use of internet 
 
In the graph below, there is the distribution of Internet users by age and gender. 
All the younger respondents used the Internet, in the age range 30-44, 11 of 13 used the 
Internet, and in the following category, 25 of 29 surf online. For the oldest respondents, 
(65-79), no one uses the Internet. Considering the gender, the number of men in the 
sample is bigger than for the women, therefore the answers given by men are more than 
those for women.  
 
Graph n. 47: Use of Internet per Gender and Age 
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To the question How often do you visit a fashion website? 30 customers answered 
positive and chose mostly the option less than 5 times per month, while 24 of the 
internet users stated to never visit a fashion website.  
 
Graph n. 48: How often in a month do you visit a fashion website 
 
 
Compared to the answers of the outlet customers, the interviewees in the store 
visit fashion web sites more often.  
 
Graph n. 49: Visit of Fashion web site and Gender 
 
 
As in the outlet, the women are more willing to visit a fashion website than men: 
12 of the 16 women (75%) who use Internet visit a fashion web site at least once per 
month, while only 16 of 27 (35%) men do the same.  
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Analysing the e-commerce phenomenon also for the multi-brand customers, it 
came out that only 10 of the 54 web users stated to buy online and they belonged to the 
youngest age categories (3 of 18-29 and 7 of 30-44).  
 
Graph n. 50: Shopping online 
  
 
The last question of the online section was about the use of social networks. 65% 
of the Internet users (35 of the 54) had a social network profile and Facebook was also 
this time the one most chosen. 
 
Graph n. 51: Use of Social Network 
 
Only five people have selected twitter, while Google+ has been indicated by more 
users than in the outlet, 9 against 4.  
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Graph n. 52: Most used Social Networks  
 
 
The use of social networks is almost equally distributed through three age 
categories; only the last one (65-79) did not have any answer because the respondents 
do not use Internet. The majority of online users have a social network account, 
including the main Allegri target age.  
 
Graph n. 53: Use of Social Network and Age 
 
 
The last section of the questionnaire has been useful to identify the main 
characteristics of the respondents, in order to create a possible store customer profile, 
still considering the limit of the not representative sample.  
As for the outlet customers, the first question of the personal section was about 
the age of the respondents. 
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Graph n. 54: Age of respondents 
 
 
The sample was composed of 61 people, 32 were in the age range of 45-64 and 
only two were in the eldest category. Nobody belonged to the class “>80 years”. 
The customers in the youngest range are more numerous than in the outlet. This is 
important information: the outlet shoppers are basically older than 30 years old, while in 
the store there are also young customers, but only a few of them knew Allegri (4 of 14, 
see Graph n. 40). 
As we said at the beginning of this paragraph, during the period of data collection, 
16 women and 45 men came in. The store holds only male clothes, but women visit it to 
buy for someone else. In the distribution channel of agents, Allegri is bought more by 
men than women. If we observe the data of the sales for the Fall/Winter 2012, we can 
see that both in Italy and abroad the man’s collection is more sold than the woman one 
(see Graph n. 5).  
 
Graph n. 55: Gender of the respondents 
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Concerning the month’s expense for clothing, the respondents have chosen mostly 
the category 100-500€ and 6 declared to spend even more than 500€.  
 
Graph n. 56: Expense for clothing per month 
 
 
The last two questions were about work position and educational level. Observing 
the work position, the store visitors who answered to the questionnaire have a stable 
situation: the majority is freelance, manager or employee. Nobody is a worker and only 
3% of the sample (it means 2 people) is unemployed. Looking at the qualification level, 
we can see that the majority had a University’s degree or was graduated.  
In conclusion, we could describe the interviewee of this store as a man or a 
woman with a good work position, who can spend every month around 300€ or more 
for clothes. He could be younger than the Allegri outlet visitors and more willing to use 
the Internet.  
Once again, this assertion is not a generalization of all the possible visitors of a 
multi-brand store with Allegri, but it is only a summary of what comes out from the 
analysing of the conducted survey.  
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Graph n. 57: Work position 
 
 
Graph n. 58: Educational qualification 
 
 
4.3 The agents 
The survey conducted on the agents has been shorter than the other two (only 8 
questions) and had a different aim. While the consumers’ questionnaires were oriented 
to identify the respondents’ characteristics and their opinion about Allegri, the agents 
had to evaluate the brand from a different point of view. They were asked to judge the 
last collection and to give some suggestions for the future.  
The questionnaire had four closed questions and two open. The first question was 
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‘13). The possibilities were the design, the colours, the price, the production issues and 
the fabric selection and it was possible to select more than one option.  
 
Graph n. 59: Defects of the last Allegri collection 
 
 
The biggest issue seems to be the design of Allegri products, followed by the 
price. The Italian agents indicated above all the design, while the foreign agents chose 
both the price and the design. 
Concerning the other possible defects, the Italians did not criticize so much, but 
the foreign agents found also defects in the Allegri collection for the assortment and the 
production issues. 
The second question was about the visitors in the showroom. The agents were 
asked if the Allegri clients had some criticism for the collection.  
  
6	  
2	   2	  
4	  
1	  
0	  
5	  
1	  
3	  
5	  
4	  
2	  
0	  
1	  
2	  
3	  
4	  
5	  
6	  
7	  
8	  
The	  desgin	   The	  colour	   The	  assortment	   The	  price	   Quality	  and	  
manufacture	  
The	  fabric	  
selection	  
N
um
be
r	  o
f	  a
ge
nt
s	  
Italy	  
Abroad	  
Data analysis 
______________________________________________________________________ 
 
 
101 
Graph n. 60: What did the clients complain about? 
 
 
Also this time, the design is the most criticized by the Italian clients. Abroad, the 
production issues are the main problems for the clients, who complained also about the 
price and the assortment. Price and assortment have been disapproved also by some 
Italian clients.  
There are two other categories that the foreign agents suggested: the fitting and 
the delivery issues. They added these comments in the blank space for “Other”. 
The third question was about the special requests the clients demanded, for 
instance: different colours, bigger or smaller sizes… They could choose more than one 
option. The most requested change in Allegri products is the design. Six Italian agents 
and six foreign agents declared to have received complains for the design of Allegri 
clothes. The second most selected options are the fabrics and the colours. Concerning 
the size, only one agent registered a request for a larger size, but nothing was said about 
smaller sizes.  
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Graph n. 61: Clients requests for Allegri products 
 
  
From these first three questions, it comes out that the most criticized element of 
the collection is the design. 
In the next question, the agents were asked if they consider appropriate the price 
and quality ratio for Allegri products (Graph 62). Ten agents, five Italians and five 
foreign, retain the price too high for Allegri clothes, and six agents, 3 Italians and 3 
foreign, see the Allegri price and quality ratio right.  
To know better what the agents think about the brand and to receive some 
suggestions from them, they had to answer two open questions. Indeed, the questions 
were: Do you have any suggestions for Allegri clothes? And Do you have any 
suggestion for Allegri in general? 
Not everyone gave his opinion: in total there are 11 answers for the first question 
and 8 for the second one.  
In the next pages, the answers for the first question are listed.  
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Graph n. 62: Appropriate Price/Quality Ratio 
 
 
 
• The sophisticated clean look is at the moment not popular. There are brands 
that are doing it better like Moncler/Woolrich/Peuterey. They combine technical 
fabrics with fashion. We need a younger look. 
• Should be having additional a younger fresher spirit,image, it is rather the older 
generation which appreciates the product 
• Higher quality of fabrics  
Be careful when mixing polyamid/wool  
Product control - no product shall leave the production which are not absolutely 
perfect 
The fitting - there are different fittings for the same size. Some are far too big for 
42.  
The leak of down must be stopped. 
 
• Lower the price to increase position of competition in market 
• Design must be fresh, well balanced with the proper price - value. 
In North America we have a solid customer base which has its own set of 
requirments, price / fit / design. 
• It should have a more sportive part, next to the classic Allegri design. The 
typical Allegri design is nowadays too clean! 
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• Modern Design that meets the market request 
• Revision of the design, it should meet the request of the market. It is too static 
and classical, above all the men’s.  
• Need of working on the design, maybe with a world known stylist who can 
relaunch the brand, since the brand doesn’t interest anymore the market. 
• For the price, a higher design 
• A collection related to the market trends. A right quality/price ratio for the SS 
collection. To reach a brand awareness. To increase the communication, more 
current and focused. 
 
To the second open question, general suggestions for Allegri, the answers were 
the following: 
 
• More fun in the collection; it is all too serious and somehow boring. Finally 
summer 2013 was better than winter 13, although all the big fuss 
• Govern the production and the brand much harder. Vision, goal and activities in 
a plan.  
Be quicker to the market with perfect products and glamour design. Marketing 
in order to load the brand  
• Increase flexibility and efficiency with returns & exchanges 
• Allegri must have a better understanding of the market place at the current 
moment. The design process must be pushed to the max, we must evolve, develop 
new ideas / expand the product offering adding elements that are 
complementary to our product offering.  
Pricing is critical for Allegri, we are not a designer brand, we are a 
classification product in North America moving our pricing up is causing a 
major conflict for our clients 
• High financial investments to relaunch the brand 
• More patience and cordiality from the commercial and administrative office. 
Too often the clients complain about the rigidity and indifference of them 
• We should consider the competition of Herno, that is our main competitor and 
that took our space in the clients’ store. 
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• It must invest in PR for all countries where they want to sell Allegri. Maybe also 
some B2B advertising in this stage of market penetration. People must talk 
about the relaunch of Allegri! 
 
The advice the agents gave can be useful but some of them are just an isolated 
case, as More patience and cordiality from the commercial and administrative office or 
a more sportive part. 
However, what comes out is that the majority assert that Allegri need a relaunch, 
investment in marketing and change in the design and in pricing. This position agrees 
with the result of the closed questions in the questionnaire. 

 CONCLUSIONS AND SUGGESTIONS 
 
All the conclusions explained below have to be considered only in relation to this 
survey. The sampling method used does not allow using traditional inferences and 
referring the results to the target population. The possible methods that allow drawing 
inferences to the target population from a non-probabilistic sample144 have not been 
used in this work. Therefore, if Allegri would like to delve deeper into the research, it 
would be necessary to conduct another survey using a probabilistic scheme. However, if 
we analyse what came out from the three questionnaires, some interesting conclusions 
can be drawn.  
Starting to consider the product, we can state that for the outlet customers the 
favourite product of Allegri is the raincoat. 55% of the respondents indicated they 
choose Allegri to buy that product. In the multi-brand store, the situation is different: 
only 3 people of 61 selected the option “Allegri” as the favourite brand for a raincoat.  
Already from these answers it stands out that the outlet customers are different 
from the store visitors. While the first have known the brand for a long time and have 
shopped at Allegri for the good quality and price of the products, the respondents in the 
multi-brand store do not have a distinctive preference for a brand. The competition with 
other brands is so strong that it makes the brand almost anonymous compared to the 
well-known brands. However, because of the importance given to the raincoat by the 
outlet visitors, Allegri should go on investing in this product that represents an icon for 
the brand.  
Considering the age range of those who visited the outlet, the majority of them are 
older than 30 years, while in the multi-brand store the presence of young consumers is 
pretty high (14 of 61). The classic design of Allegri gets on well with its target of old 
people, but it is not appreciated by the younger consumers. If Allegri would like to 
reach these kinds of consumers, who seem to be numerous in the store, something in the 
design has to change and be fresher and younger. An option could be creating a new 
line, targeting the younger people. 
                                                
144 See Par 3.2 
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Criticism of the design came also from the questionnaire for the agents. 11 agents 
(6 in Italy and 5 from other countries) chose “design” as a defect of Allegri and 9 of 
them (6 Italians and 3 of other countries) indicated the same option as the main 
complaint of the clients who had visited the showroom.  
We have seen that the consumers in the outlet tend to be loyal: they come back to 
shop at Allegri because they have been satisfied by their previous experience. This is 
not the same for the visitors of the store. Allegri should create the same opinion for the 
store visitors and push its products in the multi-brand stores.  
If we consider the position of Allegri in the two empirical perception maps that 
emerged from the questionnaires, its quality is considered rather high. What changes in 
the two maps is the competitors’ position. For the outlet customers (Fig. n. 29) Allegri 
does not have a close competitor for the quality and price that it offers. In the same 
range of quality, Herno and Fay are the main threats for Allegri, but their higher price 
makes the outlet customers choose Allegri. In the perception map created from the 
answers of the store customers (Fig. n. 48), Allegri is almost in the same position, with 
a price considered a little bit higher. This time, there is a competitor closer to Allegri: 
Peuterey, which has a higher price and the same quality. Its position should be in favour 
of Allegri, since it has the same quality and a better price, but the brand awareness of 
Peuterey is higher than the one for Allegri. The other brands are in the same position, 
except Sealup, that is perceived cheaper and with a better quality by the store visitors. 
In the end, Herno, that is considered by the Allegri managers as the major competitor, is 
seen by the consumers as  too expensive and not of high quality. It has been judged as 
having almost the same quality as Stones Island and a price higher than Allegri.  
According to the findings of the survey, some suggestions for Allegri could be to 
increase the brand awareness in the store and to reach the young consumers. In order to 
achieve this goal, Allegri should invest in the brand image, that means in public 
relations, in communication, in advertising and events. There are many channels that 
can be used to reach the final customers. Beyond the traditional ways, Allegri could use 
the Internet. All could be useful to spread the name “Allegri” and enlarge the consumers’ 
interest in the brand.  
The biggest change for Allegri should be in the distribution. The points of sale 
that hold Allegri are not so many and if the product is not easy to find, there are less 
possibilities to sell it. As it came out from the questionnaire in the multi-brand store, the 
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brand awareness for the interviewed visitors is not strong for Allegri; they prefer to buy 
other famous brands, instead of the “anonymous” Allegri.  
The first suggestion for being more reachable is to open stores that sell only 
Allegri products and that communicate the brand concept. A single brand  store would 
be a good point of contact with the final consumers, who could criticize or appreciate 
the collection. The feedback would be communicated immediately to the sellers. With 
such a store, the company would know quickly what the judgments of the market are.  
The actual distribution system of Allegri is based on the agents, who hold Allegri 
products in their showrooms with other brands and who sell the products to the clients. 
Then, the clients display Allegri with other brands in their stores. This way of reaching 
the market is dangerous: the product can be closely compared to others, both in the 
showroom and in the store. The agents do not work only for Allegri and they sell what 
is more profitable for them and requested by the consumers. They do not push the 
product in the market, as a one-brand store could do.  
A second suggestion for the sales channel could be to enlarge the points of contact 
with the consumers also with shopping online. From the two questionnaires in the outlet 
and in the multi-brand, it was found that the interviewed Allegri consumers do not 
usually buy online. However, we have seen that e-commerce is a phenomenon on the 
rise and also if the respondents of this survey do not usually buy online, it does not 
mean that shopping online could not work for Allegri since they could try to reach 
another segment of consumers. According to a recent survey, 57% of shoppers online in 
Italy are in the age category 30-49 (Graph n. 63), near to the target age of Allegri. 
Therefore, this survey has several suggestions for Allegri that may help them improve 
their market share especially by more effectively reaching younger buyers and by 
increasing their online sales. 
   To open an online channel would not be difficult if it operates with the outlet: 
the consumers could make their orders through the website and the product could be 
sent from the outlet. This system needs some organization; they need to know  what 
clothes are available and need to create and update a web site. However, it could 
increase the sales, or at least the visits on the web site and therefore the awareness for 
the brand. The consumers could learn about the new collection visiting the website and 
could decide either to order from home or to visit the point of sale that should be 
indicated in the Internet page.  
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Graph n. 63: Shoppers online 
 
 
Source: E-commerce Consumer Behavior Report 2011. 
http://www.italiafutura.it/allegatidef/ecommerceconsumerbehaviourreport2011111530.pdf 
 
There are many possibilities with the online world to increase the contact with the 
customers. One way to reach more customers is positioning the product not only on the 
company web site, but also on the virtual stores, as Luisa via Roma, My Theresa and so 
on. On these platforms, the visitors shop by brand or product and to see Allegri as one 
possibility. This results in increases in brand awareness.  
Another way is to create an application of Allegri for smartphone and tablet. The 
users of these devices would know the new collections and all the events just opening 
the application. Through these apps, there could be also the possibility to have discounts 
or special offers.  
Also social media would increase the number of targeted people. 35 respondents 
in the store and 44 in the outlet stated they have at least a social network account. It 
means a possibility for Allegri to reach them. For instance, creating an Allegri 
Facebook page would be useful to communicate events faster and the launch of a new 
collection and to get feedback from the consumers.  
All these ideas connected with the web would be useful also because it would 
reach consumers all over the world.  
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 APPENDIX 
 
The outlet questionnaire 
1. Why did you visit the Allegri outlet?  
[max 3 risposte] 
 For the prestige of the name 
 For the quality of the products 
 My friends suggested me to come 
 Other: 
 
2. Did you buy today?  
o Yes 
o No [Question n. 5] 
 
3. Is it the first time you buy an Allegri product? 
o Yes [Question n. 7] 
o No  
 
4. From 1 to 7, how much do you agree with these statements? (1 min, 7 max)  
“I am buying at Allegri again because”: 
 
 1 2 3 4 5 6 7 
I have been 
satisfied by the 
last purchase 
 
       
Allegri makes 
quality product 
 
       
I found a 
bargain 
 
       
[Then Question n. 7] 
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5. Have you ever bought an Allegri product?  
o Yes Question n. 7 
o No 
 
6. From 1 to 7, how much do you agree with these statements? (1 min, 7 max)  
“I have never bought an Allegri product because”: 
 
 1 2 3 4 5 6 7 
It is too 
expensive        
It is not a 
quality product        
I have never 
found my size        
I have never 
found a product 
I liked 
       
[Then Question n. 8] 
 
7. Which Allegri product did you buy?  
 Shirt 
 Hat 
 Coat 
 Field jacket 
 Jacket 
 Down-jacket 
 Skirt 
 Raincoat 
 Sweater 
 Cloack 
 Pants 
 Scarf 
 Boots 
 Dress 
 Other: 
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8. How much do you spend for clothes every month?  
o < 100€ 
o 100€ - 500€ 
o >500€ 
 
9. After your visit the outlet, how do you evaluate from 1 to 7: (1 min, 7 max)  
 
 1 2 3 4 5 6 7 
The assortment        
The colours of 
the clothes        
The design        
 
10. Which brand of down-jacket do you prefer to buy?  
 Herno 
 Sealup 
 Burberry 
 Barba Napoli 
 Jacob Cohen 
 Henry Cotton's 
 Eleventy 
 Peuterey 
 Seventy 
 Stone Island  
 Woolrich 
 Lacoste 
 Fay 
 Moncler  
 Ralph Lauren 
 Max Mara 
 Corneliani 
 Cucinelli 
 Zegna 
 Nessuna 
 Altro: 
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11. Which brand of raincoat do you prefer to buy?  
 Herno 
 Sealup 
 Burberry 
 Barba Napoli 
 Jacob Cohen 
 Henry Cotton's 
 Eleventy 
 Peuterey 
 Seventy 
 Stone Island  
 Woolrich 
 Lacoste 
 Fay 
 Moncler  
 Ralph Lauren 
 Max Mara 
 Corneliani 
 Cucinelli 
 Zegna 
 Nessuna 
 Altro: 
 
12. From 1 to 7, how do you evaluate the quality of these company?  
 
 1 2 3 4 5 6 7 I don’t know 
Allegri         
Cp Company         
Fay         
Herno         
Moncler         
Woolrich         
Burberry         
Max Mara         
Sealup         
Stone Island         
Peuterey         
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13. From 1 to 7, how do you evaluate the price of these company? 
 
 1 2 3 4 5 6 7 I don’t know 
Allegri         
Cp Company         
Fay         
Herno         
Moncler         
Woolrich         
Burberry         
Max Mara         
Sealup         
Stone Island         
Peuterey         
 
14. Do you use internet? 
o Yes 
o No [Question n. 23] 
 
15. How often in one month do you visit a fashion web site?  
 Never 
 < 5 times 
 > 5 times 
 
16. Do you use social media?  
 Yes 
 No [Question n. 22] 
 
17. Which one?  
[also more answeres]  
 Facebook 
 Twitter 
 Instagram 
 Pinterest  
 Google+ 
 Other 
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18. Do you shop online?  
o Yes 
o No [Question n. 23] 
 
19. On which web site?  
[max 3 answeres] 
 Polyvore 
 Net-a-porter 
 My Theresa 
 Luisa Via Roma 
 Giglio.com 
 Other: 
 
20. Gender  
o Male 
o Female 
 
21. Age  
o < 18 years old  
o 18-29  
o 30-44  
o 45-64  
o 65-79  
o >80 years old 
 
22. Work position  
o Worker 
o Employee 
o Manager 
o Retailer 
o Entrepreneur 
o Student 
o Householder 
o Freelance 
o Retired  
o Unemployed 
The outlet questionnaire 
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o Other 
 
23. Educational qualification  
o Nothing 
o Primary school 
o High school 
o Upper school 
o Bachelor/Master degree 
o Other

 The multi-brand store questionnaire 
1. Do you know the brand Allegri?  
o Yes 
o No [Question n. 5] 
 
2. Have you ever bought an Allegri product?  
o Yes [Question n. 4] 
o No  
 
3. From 1 to 7 how much do you agree with this statement? (1 min, 7 max)  
“I have never bought an Allegri product because”: 
 
 1 2 3 4 5 6 7 
It is too 
expensive        
It is not a 
quality prodcut        
I have never 
found my size        
I have never 
found a product 
I liked 
       
The assortment 
is low        
[Then Question n. 5] 
 
4. Which Allegri product did you buy?  
[max 3 answers]  
 Shirt 
 Hat 
 Coat 
 Field jacket 
 Jacket 
 Down-jacket 
 Skirt 
 Raincoat 
 Sweater 
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 Cloack 
 Pants 
 Scarf 
 Boots 
 Dress 
 Other: 
 
5. How much do you spend per month in clothes?  
o < 100€ 
o 100€-500€ 
o >500€ 
 
6. Which brand of down-jacket do you prefer to buy?  
 Herno 
 Sealup 
 Burberry 
 Barba Napoli 
 Jacob Cohen 
 Henry Cotton's 
 Eleventy 
 Peuterey 
 Seventy 
 Stone Island  
 Woolrich 
 Lacoste 
 Fay 
 Moncler  
 Ralph Lauren 
 Max Mara 
 Corneliani 
 Cucinelli 
 Zegna 
 Nothing 
 Other: 
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7. Which brand of raincoat do you prefer to buy?  
 Herno 
 Sealup 
 Burberry 
 Barba Napoli 
 Jacob Cohen 
 Henry Cotton's 
 Eleventy 
 Peuterey 
 Seventy 
 Stone Island  
 Woolrich 
 Lacoste 
 Fay 
 Moncler  
 Ralph Lauren 
 Max Mara 
 Corneliani 
 Cucinelli 
 Zegna 
 Nothing 
 Other: 
 
8. From 1 to 7, how do you evaluate the quality of these companies?  
 
 1 2 3 4 5 6 7 I don’t know 
Allegri         
Fay         
Herno         
Moncler         
Woolrich         
Burberry         
Peuterey         
Cp 
Company         
Sealup         
Stone Island         
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9. From 1 to 7, how do you evaluate the price of these companies?  
 
 1 2 3 4 5 6 7 I don’t know 
Allegri         
Fay         
Herno         
Moncler         
Woolrich         
Burberry         
Peuterey         
Cp 
Company         
Sealup         
Stone Island         
 
10. Do you use internet? 
o Yes 
o No Question n. 17 
 
11. How often in one month do you visit a fashion web site?  
 Never 
 < 5 times 
 > 5 times 
 
12. Do you use social media? 
 Yes 
 No Question n. 15 
 
13. Which one?  
[Also more answeres] 
 Facebook 
 Twitter 
 Instagram 
 Pinterest  
 Google+ 
 Altro 
 
 
 
The multi-brand store questionnaire 
______________________________________________________________________ 
 127 
14. Do you shop online?  
o Yes 
o No [Question n. 17] 
 
15. On which web site?  
[Max 3 answeres] 
 
 Polyvore 
 Net-a-porter 
 My Theresa 
 Luisa Via Roma 
 Giglio.com 
 Other: 
 
16. Gender  
o Male 
o Female 
 
17. Age  
o < 18 years old  
o 18-29  
o 30-44  
o 45-64  
o 65-79  
o >80 years old 
 
18. Work position  
o Worker 
o Employee 
o Manager 
o Retailer 
o Entrepreneur 
o Student 
o Householder 
o Freelance 
o Retired  
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o Unemployed 
o Other 
 
19. Educational qualification  
o Nothing 
o Primary school 
o High school 
o Upper school 
o Bachelor/Master degree 
o Other 
 
 The agents questionnaire 
1. What defects have you noticed in Allegri's clothes?  
[Max 3 answers] 
 The design 
 The textile 
 The price 
 Bad manufacture 
 The colors 
 The assortment 
 I don't find any defects in Allegri's clothes 
 Altro: 
 
2. What did the showroom visitors complain about for Allegri's clothes?  
[Max 3 answers] 
 The design 
 Bad manufacture 
 The textile 
 The price 
 The colors 
 The assortment 
 They didn't complain about anything 
 Altro: 
 
3. What did the showroom visitors request for Allegri's clothes?  
[Max 3 answers] 
 Larger size 
 Smaller size 
 Different colors 
 Different textile 
 Different design 
 No request 
 Other: 
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4. Do you consider the price/quality ratio for Allegri's clothes appropriate?  
 Yes 
 No 
 
5. Do you have any suggestions for Allegri's clothes? 
________________________________ 
 
6. Do you have any suggestion for Allegri in general? 
________________________________ 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
